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STAG 


Sling back pump on a wall last. 





Extension sole, 16/8 heel. By 
BROWN SHOE CO. 
St. Louis. Mo. 


dirsteps are nationally advertised in 
Life and Mademoiselle 


Tandrite Calf, Color No. 313 








ANDRITE 


For Tandrite Calf is the essential be- 
ginning of beauty in a truly fashion- 
perfect shoe... . Tandrite presents 
the inimitable combination of quality, 
color. finish and durability in calfskin 

. the alliance which pays off in 


profits at America’s elite shops. 
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CHILDREN 
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Army Russet Elk Brogue 
Orford with Allenite Tip 
No. Sé!1S—8Y, to 12, A 
8. C, D and E. No. 6115 
—!2¥) to 3, AA, A, 8, C 
D and E. No. Mé!iS—3y, 
to 5, Big Misses, AA, A 





Kali-sten-iks Shoemakers, in concentrating ail their attention and 
efforts in the exclusive production of 100% Goodyear welts, have 
acquired the skill which makes their craftsmanship an outstand- 
ing factor in the Kali-sten-iks line. In every operalien Katatonia 
Shoemakers guard the tradition which has been built upon 
quality and quality alone. 


THE GILBERT SHOE CO. 
THIENSVILLE, WISCONSIN 


ae Parnes 
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Independence Is A Wonderful Thing! 




























































































Holland-Racine Dealers 
place a high value on their inde- NATIONALLY ADVERTISED IN 
pendence and so do we. Seeingeve = =apost- COLLIER’S * LIBERTY - ESQUIRE 
to eye on the importance of this 
independence, we seek at all times 
to strengthen it, never to compete 
with it, through company stores. 








PRODUCTS OF PRIVATE ENTERPRISE — FOR INDEPENDENT DEALERS ONLY... . 
Three comprehensive, Nationally Advertised lines — and as the ads say: sold only 
by independent dealers who are professional hands at shoe fitting; double assurance 
customer satisfaction. 


HOLLAND-RACINE SHOES, ine. nichican 
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United Last sets the pace for 
smart Spring styles combined 
with good fit and quality last- 


making to fulfill the desires of 
today's shoe manufacturers. 









— 20 
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th 
UNITED LAST COMPANY 
“Fit-Foremost Lasts’ 
140 FEDERAL STREET, BOSTON, MASSACHUSETTS 


Boot and Shoe Recorder 


SE Ne ee ie i ernterns 


NN nr nee 











. says Ed Burge, shoe dealer 


in Asheville, N.C. 









@ And it’s easy to see why! The famous Broadway 
last is designed to fit the average man’s foot naturally. 
Because men want this superb-fitting comfort. 
Broadway is one of the fastest selling lasts in 
the business. Walk-Over has. of course, a long 
line of popular. well-styled shoes . . . 
the Broadway is only one of many 
Walk-Over lasts that experienced 


shoe men salute as “sellers.” 


WALKS uBR SHOES 


New York Sales Rooms Geo. E. Keith Company 


Marbridge Building—822 and 906 Brockton 63, Mass. 
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“I gave the absent minded professor 
something to remember!” 


Professor Holden pulled nervously at 
the string on his third finger. “Rub- 
bers?” mumbled the physics “prof” 
of State College. “I think it’s rub- 
bers.” He squinted toward the win- 
dow. “No . . . too sunny. I guess it’s 
shoes,” he said with a sigh. 

I smiled. “Of course. Professor. 
Something as comfortable as those 
house slippers you're wearing. 

“As comfortable as .. . 
On my feet a lot during lectures, you 
know ...” he trailed off in confusion 
as he looked at his slippers. 

I rescued him. “What you want. 
Professor,” I said, pulling a pair of 
brown oxfords from the shelf, “are 
shoes like these . . . with a midsole 
of Armstrong’s Cushion Cork.” 

The Professor's eyes brightened. 
“Ah . . . Quercus Suber. Latin for 
cork, you know. More than 200,000.- 
000 air cells to a cubic inch of cork.” 
gently steered him to a seat and 


why, yes. 


—_ 


slipped the oxfords on his feet. 
“Makes cork buoyant.” the Professor 
continued, “Resilient, too.” He was 
up again, walking around me as he 
lectured. “And its unique fourteen- 
sided cell structure accounts for. . . . 
My goodness,” he exclaimed sudden- 
ly. “these shoes are extraordinarily 
comfortable!” 

“Of course, Professor.” I replied. 
“You've just been telling me why.” 

“Oh, have I? That's right . . . cork 
. . . Cushion Cork. Quite descriptive. 
you know! I think I'll wear these to 
class.” He stuck his slippers under 
his arm and headed for the door. 


Cashion Coe 


ADDS COMFORT TO EVERY STEF 


ARMSTRONG’S SHOE 


BOX TOE MATERIALS « FLEXICORK* cs 


“L say. Professor, didn’t you for- 
get something? Would you like me 
to charge the shoes?” 

“Oh, my dear fellow! So sorry.” 
He took out his wallet. “Hereafter I'll 
remember to ask for this . . . Cushion 
Cork. Remind me. won't you?” 


+ * * 


YOUR CUSTOMERS WILL REMEMBER to ask 
again and again for shoes made with Cush- 
ion Cork. They'll appreciate the comfort 
advantages of this springy, resilient mate- 
rial. Be sure to specify Cushion Cork on 
your next shoe order. It is available in lead- 
ing men’s, women’s, and children’s shoes. 
Armstrong Cork Company, Shoe ~@@ 

Products Department, 9601 Arch ] 
Street, Lancaster. Pennsylvania. 










* Reg. U. S. Pat. Off. 





PRODUCTS 


FILLERS »* CUSHION CORK 
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= MEMO wal S) sete! 1947 ADVERTISING PROGRAM 


ADVANCES INTO POPULAR MEDIUMS 


ut Looking ahead to the sure approach of a competitive 
market the advertising plans for Drew Shoes were made 
\ to include an immediate projection into the most pop- 
vlar national publications. Full advantage is also taken 
of this best of prestige promotion by a merchandising 
: follow-up in other mediums. 


\ () g 





r your store will feature a “blow-up” 
ewspaper ads will also tie in and 
e gained. Individual news mats of 
be plentiful and of a calibre you 
to imprint. Drew alerts you for the 
ps you keep customers . . . and 
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ORK, 746 MARBRIDGE BLDG. 
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= There Wil Be No Misunderstanding 
— here WH 15 Only Che nD 


SHOE MER’S FALL OPENING 


—at the HOTEL NEW YORKER 
e NEW YORK CITY e 


APRIL 13° 17in 


IVE SOLID FLOORS OF FALL 
FOOTWEAR. 25 SUITES .... 
for the Chains, Department Stores 
and Wholesalers ... 19th Year 
... BIGGER THAN EVER 


| There is still a serious room short- } 





age in New York. So please make 


your reservations now and be SURE HOTEL NEW YORKER 





EUGENE A. RICHARDSON ASSOCIATES 
683 ATLANTIC AVENUE e BOSTON e MASS. 
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AMERICAN HIDE and LEATHER COMPANY 


OSTON | 
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IMPORTANT NEWS 





AT LAST—A WHITE SHOE POLISH 


that 


GERM PROOFS 





AS IT WHITENS 


les new... it’s 
amazing! Thanks to the exclusive 
PERM-ASEPTIC PROCESS... 
ESQUIRE LANOL-WHITE is 
safer for children. For ESQUIRE 
LANOL-WHITE GERM PROOFS 
AS IT WHITENS. Think what this 
means to mothers — what this means 
to you in extra white polish sales! 


ESQUIRE LANOL-WHITE, last 


CONTAINS 


Lanslin 


year, broke many white shoe polish 
records because here was the first 
and only white shoe polish that con- 
tains Lanolin, which helps keep white 
shoes soft. And, now that this superior 
product germ proofs too .. . it's bound 
to break a// white shoe polish records 
this year. 


What's more, we've started the larg - 


est advertising campaign we've ever 
used to promote a white polish. 
National magazines such as LIFE, 
SATURDAY EVENING POST and 
many others, Newspapers, Local Ra- 
dio, Car Cards, Free Dispiay Cards... 
all these will carry this amazing new 
germ proofing story. 
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NEWS FROM NEWMARKET, NEW HAMPSHIRE 
about LITTLE YANKEE shoe: 


< YAN, 
ar qe 
Items of interest to Little Yankee dealers and friends *(-4°\7))* Published now and then by The Yankee Shoemakers 
oes T ao) 
Doe 


WE HAVE A HUMAN “TESTING GROUND” 








At the Dover Home for Children, a few miles from 
our factory at Newmarket, we have a human “testing 
ground” for Little Yankee Shoes. Here, ten youngsters 


wear Little Yankee shoes day in and day out. Here we” 


test soles, upper leather, counters, innersoles, linings, toe 
boxes, stitching. In addition, we study the fit of our 
shoes in every size and pattern. No new model is ac- 
cepted for the Little Yankee line until it has passed our 
Dover Home tests. 


The knowledge we gain is used effectively in the 
manufacture of Little Yankees. Let us quote the buyer of 
a large metropolitan store, who, after visiting the Dover 
Home and assisting in our tests, said about Little Yankees: 
“Your lasts and patterns are splendid—no toe pressure, 
no gapping, snug fit with good accommodations for all 


January 15, 1947 


FOR LITTLE YANKEE 











SHOES! 





the bones. Frankly, they fit better than any in my store!” 


Little Yankees are, of course, under continuous in- 
spection before we ship them from our factory. Skilled 
workers examine every shoe with a critical eye—and where 
the naked eye cannot see, we use a special x-ray machine, 
which detects protruding tacks and other metal parts. 
These many inspections, along with Dover Home pre- 
testing, help maintain the Little Yankee standard at its 


high level. 
Sincerely, => a 
Ar 


President, The Yankee Shoemakers, 
Newmarket, New Hampshire 











(\ MERCHANDISE 
MANAGER 











The ig Has Come, the Walrus said 
O Look at BETTER Things” | 


(apologies to Alice) 


d today that the public 


educed to its simplest terms 
rs want , 


N 
O alert merchant needs to be tol 
has become “selective.” R 


this means your custome 





@ 


*T. M. Res. u. gs Pat. Off. 











Shoe Buyers—Please Note: 





See Kleinert’s line of *Bedtimers and *Sportimers at the Philadelphia 
Shoe Show, January 19, 20 and 21, at the Ben Franklin Hotel, Room 233. 


IT PAYS TO SHOW THE NAME THEY KNOW! 





Boot and Shoe Recorder 
















CENTER STRAP 
White elk ..1909 
Patent........1910 





Brown & 
White elk ..1915 


OPEN TOE 


Red elk......1917 
White elk ..1916 
Patent........ 1918 
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ONE STRAP 
White elk ..1907 
Red elk ......1919 
7 1908 











In stock in Sizes 4% 
to 8 


ae 
Carried in 3 Widths 
...Slim...Medium... 
Chubby to insure a 
perfect fit. 

- 


National Advertis- 
ing Promotion in 
Preparation.: 

. 


Dealer Aids and 
Mats furnished upon 
request. 











Qu; 
vick Demonstration— Quick Sale: | 2 


“NEOLITE SOLES 


Fad 
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RT SALESMEN ARE BUILDING SALES! 


HOW SMA 














young fella — all 





MER: Just @ second, 


m looking for some 
SALESMAN: I want you 
around the store. You can prove to yo 


CUSTOMER: Young man, r 
comfortable shoes! 
urself 


come, sir. Our 
Jes need no breaking in! 


shoes 


breaking ! 


SALESMAN: Be glad t 
have NEOL 


» show you 
ITE Soles. 
n! Try on 4 pair. 


They need no 


custo’ 
new shoes have to be broken in. 
to take just 25 steps 


that NEOLITE So 






— ane 



























CUSTOMER: 93-24-25 - - - Say! These shoes are CUSTOMER: Just wrap those old ones Tl walk 

already a5 comfortable as the shoes I wore home in these shoes with Soles and 

in. They're wonderful —how do they wear? give my feet a treat. 

SALESMAN: They'll give yOu plenty of wear! SALESMAN: Everyone says the same thing! 

In fact they far outwear leather! Once they take 25 steps on Soles, 
they re 
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25 Steps Prove... 


NEED NO BREAKING IN!” 


Results Show That the NEOLITE Comfort Story 
Can Increase Your Sales! 


be you'll see your sales volume “jump” when you 
have this new NEOLITE selling story working for you. 
just watch those customers of yours buy faster when you 
tell "em — NEOLITE Soles need no breaking in! Then just 
have ‘em take 25 steps on NEOLITE Soles right in the 
store ... and they'll say “Sold!” 

Retailers all over the country report that they're 
making more sales than ever before with NEOLITE and the 
new comfort story! More customers, new and old, show by 
their purchases that NEOLITE is their favorite. Put your- 
self on the track to bigger and better sales with NEOLITE. 


So we're spreading the word, too! 

Millions are learning all about NEOLITE from colorful ads 
in Life, Vogue, Harper's Bazaar and Parents’ Magazine— 
as well as from name-building announcements over radio 
stations throughout the country. 

Capitalize on the success of NEOLITE Soles. Remem- 
ber, on any model, in any color, you can watch your sales 
volume go up when your line is “Soled with NEOLITE!" 


GOODFYEAR 











No Other Shoe Sole Has All These Advantages: 


@ Needs no breaking in. 25 steps 


prove it. the foot 
@ Far outwears leather—yet @ Insulates the foot against heat 
light in weight or cold 


@ Completely waterproof 

@ Non-skid—wet or dry 

@ Helps keep the shoe in shape 
@ Does not mark floors 


Plus These Manufacturing Advantages: 


@ May be stitched or cemented 
@ Stitches as easily as leather 
@ Uniform quality 


ever made 
@ Nationally advertised 
magazines 


of colors 


@ Forms a firm platform for 


@ Most comfortable shoe sole 


radio, 


@ No wide price fluctuations 
@ Available in a wide range 


y 
4 
MARK 


= A THIS MARK! 
— \< Only Genvine NEOLITE 


Soles are marked 
“NEOLITE”™ 














NOT RUBBER - NOT LEATHER - NOT PLASTIC - NOT FABRIC 


NEOLITE SOLES 


STOUT ..1. @. Tet GOOOTES® THE & ®UBEEY COmPeny 
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Millions o 


Sales Producing Messages 





will bring you more 


ane OAs> Kickerino Customers 


‘ hy be » 
Kio’ ni MARILYN SHOE CO., 1229 W. VINE ST., MILWAUKEE, 














Wis. 

Fe ee 
an 
Rarer. | 
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Jarman Styles Distinguish Your Store 
As the Leading Style Center 














As creator of Leading Styles of the Style Leaders, Jarman automatically 
distinguishes your store as your community's Style Center—style headquarters 
for style-wise men... men who can afford more than one pair of shoes on each visit 
to your store. What does this mean for you? It means more multiple sales from more 
customers at a time when the sharp knife of competition begins to pare the profits of the 
less progressive dealers. Too, Jarman’s heavy national advertising (it’s 10 full page 
full color ods next Spring, the biggest campaign in Jarman history,) plus Jarman’s com- 
plete window display and merchandising program, will be paying you even 
higher dividends in greater store traffic. Yes, all this —Jarman’s 
Leading Styles, National Advertising, and Aggressive 
Merchandising Aides—will attract a host of style-wise 
men to your store, and make you the profit-wise 


dealer in your community. 





JARMAN SHOE COMPANY - DIVISION OF GENERAL SHOE CORP - HASHVILLE - TENNESSEE 
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Raffia Art: Exquisite Line Of Hand 

Woven Shoes And Accessories De- f 

signed And Made With an Unusual 
Touch In New York Ateliers For 
The Discriminating Woman. 
Hand Embroidered— W oven— 
Painted In Luxurious Raffia, 
Linen, Velvet And Silk. 


4.40 


Susi, O.Glfy AG oe 


J-INTERNATIONAL 


Exclusive Representative For Raffia Art 
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d The World’s Loveliest Leathers Fashioned Into 


e- Colorful Exclusive Styles Selected By Tonsa 
al For Your Most Discerning Clientele. 
or from $10.00 
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Patent-Glo gives an at : ati Ley IS 


sales appea 


Patent-Glo comes in every leath@rre Ne 


an exact match or a pleas 
contrast can be made. 


There’s manufacturing economy, too. Four thicknesses can be cut at 
once. No expensive folding operations are needed, edges won’t fray. 


Send for color swatches today. 


PATENT FABRIC COMPANY 
183 Essex Street + Boston, Mass. 
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The PIPER CUB hos proven its safety and economy by billions of 
miles of flying. “The Good Sofe Plane You Can Afford to Buy 
ond Fly!’ Model illustrated is the PIPER CUB “Super Cruiser.” 


1  - >. a ~ a ~—- 




















IN THIS AIR AGE — 
11S OSOMMGM 


Cruise the skyways in ao Piper Cub... cruise the 
highways in AIR-O-MAGIC Shoes! It's like 
having wings on your feet, the way the patented, 
hand-moulded innersoles cushion every foot 
curve. No ridges or wrinkles to rub or 

irritate; no breaking in needed! 88 features in 
every pair of AIR-O-MAGICS ... 88 reasons 

for their soothing comfort, their stream- 
lined styling, their sky-high quality! For today’s 
air-minded man it’s AIR-O-MAGICS. 


MODERATELY PRICED 
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WITH U. S. 
RUBBER HEELS 





MARION SHOE DIVISION, Daly Bros. Shoe Co., Inc., Dept. A, Marion, Indiana 





THERE’S WORK TO BE DONE IN AMERICAS 
AND THIS STURDY YOUTH 


iS EQUAL TO THE JOB! 


= with temporary dislocations and irritated by shortages, that often 
seem needless, some of us may be prone $6 question the future of America. 
Such unreasoned thinking should never enter the_mind of Gerberich-Payne 
Dealers. Every day they meet, at first hand, the strong, optimistic youth 
which is the salvation of our country, whose boundless enthusiasm and faith 
in the future of America is a testimonial'?o our Way of life, 






Gerberich Dealers contribute in great measure to this. engthend-optimism = - 
for the future. They have , Se ap 





GEREERICHS 
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FRED RUEPING LEATHER CO., FOND DU LAC, WISCONSIN JU. S&S. A. 
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@ Definitely ready for business is this well-dressed Fortune- 
wearer... ready for the important business of dressing 

up your window, of dramatizing your Fortune brand—where 
it does most for you. Moreover, he's not alone, for there 
are three more Regular and two De Luxe panels for you— 


+ ee some with motion, all with flashing lights, 


and all tying in with Fortune's national magazine ads. And, 
yet, these window workers are only part of Fortune's latest 
promotion program . .. a program especially designed to 

sell Fortunes hardest where the selling does most for you— 


right in your store. Your Fortune salesman has the details. 


RICHLAND-DAVIDSON SHOE CO. @ DIVISION GENERAL SHOE CORP @ NASHVILLE @ TENN 


24 
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Gg good » ranking high among 


keen teens is the group of 

Sports by risen y 

... Styled by style leaders using 
iti 7 

Wap fi, a cooperative leather 

by Trostel. It’s a shoecraftsman’s 

choice in White, combined in this 


easy eyeful with another 


Trostel Tannage: Tuxedo 





The Ground»ork for good looks 


Edgewood Shoe Co., Division 
GENERAL SHOE CORPORATION 


Nashville. Tennessee 





"Saddle-Boys” by Friendly 


“Sports” as appearing 







in “Seventeen™ and “Life™ 


VRODOTN BD 


Sead Tannage cn rela ected oe lle Gead Shoes noha eg 





ALBERT TROSTEL & SONS COMPANY - SINCE 1854 + FINE CALF AND SIDE LEATHERS « MILWAUKEE, WISCONSIN 
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Leading shoe designers all agree 
pantasote plastics have personality 

















tailoring. 


Fe Mis oe 


--.give new sparkle to their top shoe 


styles — make them sell and sell! 


pantasote’s wynsote — new plastic 
coated fabric. Available in wide variety 


of beautiful grains and arresting colors. 


pantasote’s pantex — unsupported 
plastic film. Very durable and long wear- 


ing... yet soft and flexible for easy 


THE PANTASOTE CORPORATION OF N. J. 
444 Madison Avenue © New York 22, New York 
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- Che We Me Tlrch, Ca, ssrsnres 


§ shoe advertisers. - 
in Gleaming ag hoe" 


Again and again you see that line! 


ame Song of aps 


It’s the accepted way of saying, “These shoes have both beauty and quality.” 
And it is included for the very good reason that COLONIAL PATENT sells shoes. 
COLONIAL Tanning Compony, Boston.1!, Massochusetts 
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HERE'S THE BEST SOLE FOR 
SERVICE STATION MEN 











NEO-CORD 


aud 6 Keeséotd cnense—o1l—aeat—acip 





Sele No. 5363 
Heel No. 5143 


TESS! 
Patent 
Heel. 

Added demand for gasoline means more shoes, make repeat sales easier. Proved by 

men working on greasy floors, in oil pits years of wear tests, you can depend on 
and around cars needing many types of this durable sole with the extra safety fea- a9 
TOCK ; 
service. This sole and heel help sell them ture of original Cord-On-End construction. Stock ; 
Stock j 
GRO-CORD RUBBER CO., LIMA, OHIO ay 
Exper? Sales Representative, The Westex Company, Snub-t 

15 East 26th Street, N.Y., Cable Address: Wespextin 


5/2 to 








28 Boot and Shoe Recorder PEAR 






















BABS. Biack Mara- 

cain sling pump. 

Stock $654. 21/8 Heel. 

Stock 655. 17/8 
Cuban Heel. 

Stock 266!. Wine Kid. 
21/8 Heel. 

B width only, 4 to 9. 


/, 





Sure-fire Spring sellers with women who 
know V-A-L-U-E as well as fashion, JUNIOR . 
DEBS are the fastest “walk-outs” in better 
Specialty and Department Stores from coast 

to coast. Boost your sales and insure repeat- 
business with JUNIOR DEBS’ “proven-sell- 

ers,” the line that is a season-after-season 
success. 










— 
















SOLD IN 18-PAIR LOTS TO A WIDTH 


TESSIE. Stock #653. Genuine 
Patent Leather Sandal. 21/8 
Heel. B width only, 4 to 9 


DEBBY. 
Stock #638. Black Split Suede. 
Stock #639. Brown Split Suede 
Stock #656. Red Elk. 
Stock #657. Beige Elk. 
Stock #658. Brown Elk. 
Snub-toe last. 8/8 Heel. 
5/2 to 9. B, 4 to 9 



























ELMO, Stock #632. Black Mar- 
acain open-toe, closed-back 
Oxfords. 17/8 Cuban Heel 
AA, 5'/2 to 9. B, 4 to 9. 


ZENA. Stock #634. Black Mar- 
acain, high-riding Step-in. Pat- 
"ent Leather appliques ond 
heel. 17/8 Cuban Heel. AA 
5, to 9. B. 4 to 9 


N 


IN STOCK FOR IMMEDIATE DELIVERY 
TWO OUTSTANDING SPRING SPECIALS 
50 PEARL. Stock #621. Open-toe, SELMA. Stock #605. Genuine 
$3 open-back Sande* in Bleck Patent Leather and Gabardine 
Plastic. Baby Doll lest. 22/8 Combination. 22/8 Heel. 8 


Heel. AA, 5'/2 to 9. B. 4 to 9. width only, 4 to 9. Also in 
17/8 Cuban Heel. 


JUNIOR SHOE COMPANY, manchester, New HAMPSHIRE 













a BEFORE ana AFTER story 


made possible by 


ViTA Jem pERIN 


BEFORE PRODUCTION A master fitting 






to a run of lasts is the first step in United 


shank making. 






PRODUCTION STARTS as the bend and form of the 





AFTER VITA-TEMPERING the shanks are tough ... hard... and 


uniform — direct results of modern heat treating and close regulation by 


highly developed controls. Bo) jo Checked with the lasts, VITA- 
= : 


TEMPERED Shanks fit like the precision-made master models. 














That is why VITA-TEMPERED STEEL Shanks 
help shoe manufacturers obtain an even, bal- 


anced tread in every pair of 






finished shoes. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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ALL OVER AMERICA* CUSTOMERS COME IN WHEN THE JOURNAL COMES OUT 


In Detroit, Michigan, 1% of the women shoppers interviewed at 


the Grosse Pointe Appliance Shop read Ladies’ Home Journal 





a In your town ... in your store... 


MOST OF YOUR GOOD CUSTOMERS READ bum 


* 61,809 interviews—159 cities—14 categories of stores confirm this fact. Results upon request—lodies’ Home Journal, independence Squore, Philo. 5, Po. 
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NEW, ADJUSTABLE 
IN DEMAND... 


LADIES’ PLASTIC SHOE FORMS... now 
available in riotous rainbow of refreshing 
colors! Very easily adjustable for 
various sizes. All colors, opaque 


or clear plastic. Easy to clean. 





Spring-back tension assures 






proper shape of shoes... Ja 
IDEAL for every SHOE, 
GIFT and NOTIONS 


DEPARTMENT. 







OPEN-BACK 


PLAY SHOE 
One gross or more 








50/7 per pair 
Less than one gross 
55¢ per pair 


Suggested retail price #1 pair 







* PAT. PENDING (Py 
LOW HEEL //', 
j / 


j 
WW A 









~ 


/ 
OPEN TOE PUMP /// /) » 








WRITE TODAY FOR IMMEDIATE DELIVERY 





RADIANT PLASTIC PRODUCTS 
406 Market ee 





RADIANTREES ore 

















| by return mail ...Without Oblig- ideo! for henging 

Joos infor »n abour | enon Ge eel bane 
| Radiantrees end ore procticeal for 
| O Rush dozen Radiantrees ! . handling while clean 
| in assorted popular colors. DISPLAY UNIT ing shoe 

- ’ effectively displays 

| ' end merchondises 
| Firm Rodiantreesin your 
| Address wiatow 
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IT'S A BIT TOO EARLY 
TO START LOOKING FOR SHADOWS 


|: STILL A MONTH TO GROUNDHOG DAY 
when OI’ Mr. Woodchuck makes his annual 


weather forecast. 


This year, as usual, there’s an even chance 
that he won’t see his shadow and may get off 
to an early and ambitious start on his Spring- 
time business. 


And from the Groundhog we can learn a lesson. 
Our post-decontrol hibernation has lasted long 
enough. Consumers realize it and are waiting 
patiently for the attractive Spring shoes we're 
making. Retailers know it. Low inventories need 
prompt replacement. And manufacturers should 


Recorde 


be aware of it, too. To turn factory wheels and 
pay dividends, they must make shoes. 


Buyers’ Market, Sellers’ Market. Higher Prices. 
Lower Prices, or Sensible “In-Between” — [fo 
sell shoes, Manufacturers and Retailers alike 
must advertise and promote as they never have 
before. Watch this momentum develop in 1947 
in every issue of Boot and Shoe Recorder, in 
the advertisements of America’s finest suppliers 
of shoes and the other things you sell. . . . - And 
in carefully planned editorial pages designed to 
keep your buying and selling in gear with this 
faster merchandising tempo. 


THE INFORMED 
RETAILER 


ERCHANDISE 
IN MOTION 
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Whe Bid Butch @53hoemaker 


OF sle of Marken, © olland 


HE old Dutch shoemaker shapes a chunk of poplar with a hatchet and a three foot 

knife. Then he hollows it with a special gouge. He must guess with skill the 
size and shape to produce a shoe that fits. In one good day he makes two pairs of sabors 
or klompen, as they are :nown. These are practical footgeaz for fishermen, farmers and 
folks who work in dampness. They are worn in Belgium, Holland, Germany and France. 
In America, however, people like their freedom far too much to wear such rigid shoes. 
They . . . especially the women folks . . . prefer the modern shoe, reinforced with webbing 
made of rubber . . . such as Paralastic. Paralastic is a precision-cut, high-grade elastic 
thread. In dimensions and in quality it is uniform throughout. Remember that name . . 
Paralastic. 


PARA THREAD COMPANY, Inc. 
Woonsocket, R. 1. 267 5th Ave., New York, N. Y. 
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Oomphies National Advertising Program 


national 
ads! 


Oomphies biggest, broadest advertising program is one more indication of 
the way Oomphies backs you up—makes your sales easier. We enter 1947 
with every confidence that the demand for Oomphies will continue to grow 
through this tremendous advertising— plus the person-to-person advertis- 
ing of enthusiastic users. Oomphies ad mats and counter cards are keyed 
to this national advertising program. Use them freely and — be selling 
Oomphies 12 months a year! 






OOMPHIES, INC. 
NEW YORK 
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Fifty Million Wen 


can’t be wrong! 
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Back in °34 the introduction of 
Lastex yarn into backing and 
binding revolutionized an in- 
dustry. By “41 over 30° of 
women’s shoes were made with 
this elasticized construction. 
Today millions of women are 
eagerly awaiting the return of 
this supreme fit and comfort 
feature. Specify Lastex yarn to 
your suppliers; emphasize it to 


your customers, 


Reg. U. S. Pat. Off. 





«es THE MIRACLE YARN THAT MAKES THINGS FIT 


An elastic yarn manufactured exclusively by 


s of shoe materials made 
are now available, apply to ALFRED 
: Alfred Vamos 
is the inventor and patentee* of Vamos stretchable shoes, and the 
selected consultant for shoe manufacturers using materials made 
with Lastex varn 


tor models, samples and prices of those ty 
with Lastex yarn hich 
} AMOS, 406 Marbridge Building, New York City 


* Patents assigned to 
€ nited States Rubber Company 


UNITED STATES RUBBER COMPANY 


1230 AVENUE OF THE AMERICAS 
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SERVING 


ROCKEFELLER CENTER + NEW YORK 20, WN. Y. 
THROUGH SCIENCE 
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—DIRECTIONS— 


A must visit to 
the showrooms 
of the 


NEW YORK 
| SHOE WHOLESALERS 
| ASSOCIATION 


at the showing 
of their Spring Lines. 


PHILADELPHIA 
SHOW 


January 19-21 


BUFFALO SHOW 


January 26-28 


ALSO ON DISPLAY AT 
CONVENIENT 
NEW YORK SHOWROOMS 
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—CONSULTANTS— 


ARNOFF SHOE CO. @ ABRAMS JAVELINE SHOE CO. e ACE 
MERCANTILE CO. © ADVANCE SLIPPER CO. © ASHER SHOE 
CO. @ BARIS SHOE CO. e SAM CAMITTA & SONS © CENTER 
SHOE & SLIPPER CORP. © CHARLEROY SHOES @ L. 8. COHEN 
SHOE CO. e CRESCENT SHOE CO. © CRYSTAL SHOE CO. 
DUANE ST. WORK SHOE CO. © DIA-TRED SHOE CO. @ FELSWAY 
SHOE CORP. @ S. J. GLICK SHOE CO. e GOLDEN SHOE CO. 
GOODMAN-HANDEL SHOE CO. e GOODWEAR SHOE CO. 
H. GORDON SHOE CO. @ KAY SHOE CO. © KIRSCH-BLACHER 
SHOE CO. e LE-GOLD SHOE CO. © LION SHOE CO. 
LIPSON & SCHWARTZ SHOE CO. e MADISON SHOE CO. 
ROBT. MANN SHOE CO. © BEN MARBACH SHOE CO. @ FRED 
MEYER SHOE CO. © MUTUAL SHOE CO., INC. © NEW YORK 
TRADING CO. e NU-WAY SHOE CO. © BEN ORLICK SHOE 
co. @ P & S SHOE CO. © PLATELA SHOE CO. © POWELL & 
CAMPBELL @ PRINCETON SHOE CO. © PROMENADE SHOE 
CORP. © REGENT SHOE CORP. © ROMM-SCHILDKRAUT SHOE 
CO. e S & W SHOE CO. © SABORSKY BROS. © M. J. SAKS 
SHOE CORP. © JACK SCHWARTZ SHOE CO. e I. J. SIMON 
SHOE CO. © WEARWELL SHOE CO. e SIMON WEINER SHOES 


Liv yorR Shoe 





320 BROADWAY 


Wholesalers Association 


SIDNEY THALHEIM SIDNEY 8. FELSENFELD 
President Executive Secretory 


NEW YORK 17, N. Y. 
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‘NO, EVEN BETTER 


~~ / 4 
roy 





Better for you . .. better for your custemers, 
too...that’s Velon! For Velon looks like leather / 
... feels like leather . . . yet it wears better than 
leather! Scuffproof, crackproof, peelproof, it 
keeps color-bright — and washes clean with a 
damp cloth. No wonder its wonderful grains, 
wonderful colors, have caught the imagination 
of top-flight bag and shoe designers. Find out 
more about this magic material today . . . write 


Firestone, Akron, for samples and information! Velen 
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ony CONSOLIDATED stancracrunes 


STADIUM poors 


(Trade Mork Registered—Process Patented) 


SUN VALLEY Burs 


(Trade Mark Registered—Design and Process Patented} 


AND GIVES THEM 


HERE ARE THE REASONS WHY: 


1. Genuine Leather Uppers 


2. Rich Shearling or Alpaca 
Lining 


3. Non-Skid Crepe -Finished 
Rubber Soles 


4. Scientifically Insulated Plat- 
forms 


5. Permanently Joined Together By 
Our Patented Process 


6. Tested In Sub-Arctic Temperatures 
To Withstand Cold Down To “40° 
Below Zero” 


EXHIBITING: 
M. A. $. R. A. Hotel Benjamin Franklin, 
Rooms 392-394 
Philadelphia, Pa.—Janvary 19, 20, 21 


Biss important now than ever before, give your cus- 
tomer CONSOLIDATED’S (The Original) STADIUM and SUN 
VALLEY Boots with the features listed above. Only these two 
CONSOLIDATED boots give “40° Below Zero” protection. SUN VALLEY BOOT 


ONSOLIDATED FOOTWEAR CORPORATION 


MALONE NEW YORK 
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JUST OFF 
THE PRESS! 





The New 1947 
BRISTOLITE CATALOG 


Write Dept. 8 
for your copy 





Bristot MANUFACTURING CORPORATION srisTOL, RHODE ISLAND 

















OLID sche pow... 
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SOLES BY <{ J— — Rajah 
You, too, can get “A” for effort . . . by telling vour customers 


about the longer wear and super-comfort of shoes with 
RAJAH SOLES! That's not polishing the apple . . . it’s telling 


the absolute truth. Teaching people the good points of 
t é t 


RAJAH SOLES is a simple task . . . a lesson they learn with 
pleasure... and always results in a gold star on your sales report! 
AS ADVERTISED 
— alah SOLES 
" U.S. PAT. OFF. 


Founded 1837 


ce ar ARV, FOC 86 F OB Quincy 7, MASS. 


Btrek¢ds HALE RUBBER 
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BOSTONIAN 
BREAKS SPRING 
ADVERTISING 


|| First ad appears in 
Post, March 1, 1947 


es of Spring advertise 
h the 





Bostonians seri 


prightly designed to cate 


ments, 

public's eye, will appear in color in 
The Saturday Evening Post, Life and 
Collier's, it was announced today - To 
ay sell- 


re demands of present d 


meet tt 
ing, each advertisement has been mer- 
Newspaper 


chandised to 
adapted f 
jy for insert 
displa 


point-of-sale. 
rom the national ads, 


mats, 
jon in local news 


are reat 
direct 


y units, 


Poster, 
» the cartTy- 


papers- 
all point uf 


mail pieces 
through that Bostonian gives to 1s 
, 
Sales gids that 


national advertising- 


pring the be 


advert ise 













nefits of the 


ment pointedly 
ommunity- It’s tomor- 


own ¢ 
vs selling job being done 
today bY Bostonian Shoes, 
Commonwealth Shoe & 
Leather Co., Whitman, 


M assachusetts- 
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TO MEET CURRENT SHOEMAKING NEEDS 


. \ 
Sa \ a 
= a 

~ . 
ao ; 


} ‘A 


UPPER CEMENTING 






P way 


& BE TEX, latex type and BEBE BOND, solvent type. synthetic rubber 
ceméuts have been developed with ne objective in mind — to meet the 
requirements of shoe manufacturers for efficient general shoemaking cements. 
There is a & for each adhesive operation for every type of shoe. 


The performance ayality of each number is a result of extensive 
research with the bestof available materials. This is followed 
by thorough testing and re in factory production before any 
cement is included in the lin continuation of a high stand- 
ard of performance is assured b conirol and constant 
attention to variable shoe industry o conditions. 


In the BE BE BOND line a limited : of crude rubber 
cements are now available. Your United representative will be 
glad to assist you in determining the most advantageous uses for 
your allocation of crude rubber. 























i BOTTOM CEMENTING SOLE CEMENTING PLATFORM CEMENTING 


Products of B. B. CHEMICAL COMPANY, Cambridge and South Middleton, Mass. 
Distributed by UNITED SHOE MACHINERY CORPORATION, Boston, Massachusetts 
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BAG, SHOE i 
HOSIERY ENSEMBLE A 
o— j\' z 


— yg 
A HOSIERY & BAG 
\ a 


ENSEMBLE 


to5 
SHOE STAND 


DOUBLE SHOE HOLDER 
LD3 
SINGLE SHOE HOLDER / 


KORRECT-WAY DISTRIBUTORS 


ATLANTA, Melvin S. Roos 
BALTIMORE, Williams Corp 
BURLINGTON, N. C., Mac Thigpen 
BOSTON, Eastern Displays, Inc 
BUFFALO, Samvel C. Dutch & Son 
Florida Branch: The accent‘is on plastic...clear gem-like dis- 
3750 Royal Paim Ave ° . 
Stein: Donel Pid players to ‘show off" your merchandise to 
CINCINNATI, Gerteral Display Corp 
CHICAGO, Hecht /Fixture Co beautifv yvour wyndows, wells 26, Prslemey tia 
LEVELAND > i : 
~ floor with plastic by KORRECT - WAY 


Pribil Display and Supply Co 
DENVER, Walter W. Martin KORRECT-WAY plastic displayers are 


DETROIT, The Art Products Co heat-welded’’, highly polished and buffed 

WONTAS, Pests Puptey Ce-. itd That is why they are known as America’s 

KANSAS CITY, National Equipment Corp 

LOS ANGELES, Grant & Silvers, Inc 

MEMPHIS, Wray Williams Display Co prices ¢ 

MINNEAPOLIS, LE. Hier Display Eavip. Co 

PHILADELPHIA 

Naythons Display Fixture Co. 

PITTSBURGH, DeWeese Display Equip. Co. KORREC ‘J- Ww. 1y n 

SAN ANTONIO, Fox Display Co. ™ 

SAN FRANCISCO, Kehoe Display Fixture Co. SEEN IN THE BEST CIRCLES Crerywhere— s 

ST. LOUIS, Midwest Display Equip. Corp. DISPLAYS 
300 .OcuSsT ’ #©o 


MONTREAL, Miller's Display Fixture, Reg'd. a i . A ae a ek dae 


Lo10 LOI 
BAG EASEL STRAP BAG HOLDER 


its best advantage. Step up sales in your store, 


toremost line of quality fabrics. Write for 


ind weliel ace litelgur iste 
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Greater than ever is the demand for shoes that 





are practical... functional...utterly wearable! 
DARLEEN ELASTICIZED SHOE CLOTHS bolster 
shoe materials with that kind of practicality. 
Unsurpassedly lively, and contour-fitting, — 
DARLEEN ELASTICIZED shoes bring the average 
Customer a wider range of choice in styles 
she could never dream of wearing before! 


— ~ 
~ ~ a a 
ae =< 





Darlington Fabrics Corp. - 350 Fifth Aue. New Yoh. N.Y 


Rep. J. M. PERKINS & CO., 47 West 34th Street, New York 1,N.Y. + ST. LOUIS: Fred A. Lyons + MILWAUKEE: Frank Kelly 
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18 all set for competition ’ 


I 





Yes, sir! Risque’s well-eorned populcrity challenges any competi- 


Y 
thot might come its way. Risque’ is the star thot grew up from y ) 
on unknown into a glamorous beauty...in three short yvars 
Risque’s sky-rocketing success gave a lift ts our pride and purpose ] a 


not our vanity! That's why Risque’ will respond to competition 


by showing its true colors and tremendous promotional voive 


Risque’ stepped out front because of its character...and inbred quolity...and it'll stay aheod 
in the competitive days to come. Monogrom hos grect plans for Risque for the BRAND- 


new yeor...c yeor that'll see the famed brand... Risque’... setting the poce 


SHOW ROOMS: New York, McAlpin Hotel, Room 335 © Los Angeles, Haas Building, Room 1020 
MONOGRAM FOOTWEAR, IN@. @¢ ST. LOUIS 
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app COLOR ro your Tan sHoES 


WITH BE BE TONE 


50 


Tones of Brown — Wine — Mahogany that provide a lasting 
depth of color —that rich hand-rubbed appearance. A new 
formula for “toning” tan shoes to meet the customer's approval. 
BE BE TONE rubs on and wipes off easily without streaks. 
BE BE TONE brings out the grain of the leather, darkens stitch- 
ing and perforations. 


BE BE TONE is widely used by shoe 
manufacturers for color antiquing — now 
available in pint jars for application by 
the shoe retailer and repairer. 


Sold by Shoe Findings Dealers 
and Shoe Store Supply Houses 
#1§ Medium Brown #28 Mahogany 
#18 Dark Brown #31 Wine 
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CALL FOR MR. BUYER... 





_ PHILADELPHIA 
Jan. 19-21 
BENJAMIN FRANKLIN 


- HOTEL 
Room 402 











. BUFFALO 
Jan. 26-28 


HOTEL STATLER 
Room 344 

















SS ae 
~ PITTSBURGH 
Feb. 16-18 


HOTEL WILLIAM PENN 
Room 429 






be 
Black Gobordim 
ent. Brown Gaba 
Brown Kid. C 

Closed Que 


Heels . . . Spike, F 
Cuban 











SIZES 


S width 5'/2 to? 
M width 3/2 to 9 


TO RETAIL 
AT ABOUT 


$7700 
OTHER PATTERNS aT 
$4 1o $6 eetTau 


Aa 
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LET IT Nn 








IF YOU DO NOT, AT 
PRESENT, HANDLE BOWLING 
SHOES YOU ARE MISSING 
A PROFITABLE MARKET. 
COME IN AND GET 
FULL INFORMATION 
--- HOTEL NEW 
YORKER, ROOM 5ii. 
FEBRUARY 1-7, 1947 
NATIONAL SPORTING 
GOODS SHOW 
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qobl [CREP « 


every account is 





an important account 


Yes at Rollickers, there is no such thing as a small or unimportant 


account. Every account is an important account, because Rollickers is in business to service 
the back-bone shoe merchant of the nation’s communities ... where your customers are 
your neighbors... where good-will, based on the outstanding 


quality and value of Rollicker shoes is the quickest and surest route to success. 


ELKIN D BROS., 78 Reade Street, New York 7, N.Y. 
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. WITH 9 IRON 






Yes, emphatically YES! The 
eh Cae accent is on QUALITY and 
2 : ; YOU will agree when you see these beautiful ex- 
Sige amples of the sandal maker's art in Rich, Top Grain, 
Sun Tan, Brown or Natural Cowhide. It's the luxurious 

1947 Sporting Shoe Company's line, presenting a 

3 great new promotion, with tremendous possibilities. 
e The Lone Star Sandal, authentic Texas cowboy design, 
“te _ horses head, with Texas’ own Lone Star blazing above 
his head. Other rich, hand tooled effects too, beauti- 
fully embessed on rich leather and carefully detailed 

* sandal classics, attractive in their simplicity, rich in 
“their leathers. From SPORTSCO NOW, you may order 
iia veut men's sandal requirements; but anticipate 
‘<. Mthem and order them today. This QUALITY line is 
~~ headed for more volume and popularity then ever. 
















To RETAML AT 
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*Conformal’s exclusive pat- 
ented plastic insole assures 
personalized custom fit for 
each individual foot. 


CONFORMAL SHOE COMPANY 
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Biach Dect Upper, Melded Crepe 
Suattary loch tussle tolered Outsole, Cushion Arch 








O assure yourself of satisfied customers 
and greater profits, build your spring 
promotional campaign around the well- 


e For a quarter >1 a zentury . 
Saas: aaa Seti ie known Servus line of canvas rubber-soled 
identified by these long fa- Pla-Shu’s. Sports- and play-minded 
alter wademete. Your cus- Americans will be asking for their favorite 
tomers know them for symbols : 
of expert craftsmanship, su- styles in the near future. Be ready-for the 
ponte metals and the most spring demands with Servus tennis shoes 
modern design . . . 

in oxford or high cut styles, in black, brown 


white and a few styles in blue. 


Unfortunately, material shortages may 
prevent us from meeting all demands in 
full, so place your orders early! 


THE SERVUS RUBBER CO. 





FACTORY AND GENERAL OFFICES 
ROCK ISLAND ILLINOIS, U.S.A. 


MEW YORK OFFICE AND WAREHOUSE 330 BROADWAY, 7, NEW YORK, N.Y 
AND LAMBERTVILLE, BM. J 
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a . 
“MAD MONEY” tie ves: 
proof that there is SOMETHING NEW 
_ UNDER THE SUN. Cute, little change 

. purses built right into the saddie © 
P . strap of the popular ‘Teen-Age 
§ classic moccasin. It's the brain child 
of a college gal who enthusiasti- 
cally asked Tru-Stitch to make them 
for her in their slick moccasin con- 
Struction, over famous-for-fit Tru- 
Stiteh last. 














ee 
awl 







“MAD MONEY” itiestrotca 
Hand Sewn Construction —$3.70 
Machine Construction —$3.55 


Full grained, heavy Elk Leather in 
; Antique Brown, Red, Black and 
: White. 






Panolene Soles 
Sizes: 3 te 9 


36 Pairs To A Case 7 WwW 
Assorted sizes and widths to a color 
TERMS: NET 30 DAYS 


Write or wire orders to 


Tru-Stitch, New York Office. DESIGN PAT. APP. FOR TRADE MARK &EG. APPLIED FOR 


cane: © to 4 seat: Ses, attra by TRU-STITCH 








EEN-AGE | Fiash previewed by a college style board, 

ee aseny" vacchud 4 hada ae 

ida advertising will riig thats to tie staanen OF Gl aimell 
girls and ‘teen-agers just when your Spring promotion — 

begins. Well before Easter, every college girl end ‘tean- 

SURO be onitng ee tere Srey” Seer 
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heim Shoes 


Mean business 


Your future business is built on a sound merchandising prin- 
ciple—giving the customer what she wants. She wants qual- 
ity as well as style—and she will ask for it increasingly. She 
wants shoes that are built with care, detailed to perfection, 
designed with ingenuity that is little short of genius—shoes 


with the Florsheim label. For 55 years the Florsheim name 
NATIONALLY ADVERTISED IN: 


Life 
~ line has become the featured daytime line in stores where 


Town & Country quality counts. * * The Gadabout, The Classic, The Prancer 
Harper’s Bazaar 


has been famous for quality shoes. ..that’s why the Florsheim 


— featured in the February issue of Town and Country. 


e THE FLORSHEIM SHOE COMPANY «+ CHICAGO «+ Makers of Fine Shoes for Men and Women 
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ashin mae newsreel 


by EUGENE J. HARDY 


Terming the “growing dominance of major economic units over almost 
every field of enterprise the most basic threat to the continuation of un— 
fettered trade", the House Small Business Committee has issued a report on 
economic concentration and monopoly calling for the establishment of a un: 
government policy on concentration covering all segments of the economy, j 
cluding labor unions. 


The staff report, which represented the committee's last piece of 
work before it expired with the advent of the 80th Congress, makes specific 
recommendations for vigorous prosecution of existing laws and coordination of 
the efforts of all government agencies. Enactment of additional legislation 
which would increase penalties on those found guilty of monopolistic practices 
and limit mergers and acquisitions is also requested. 


The work of the Federal Trade Commission and the Justice Department in 
combating monopolies is described as wholly inadequate, due to lack of interest, 
little coordination and inadequate appropriations. The committee staff found 
that there has been little effort to strike at the basic causes of concentration 
by either of these agencies and no follow-up on cases which resulted in legal 
victories for the government. 

While many industries are severely criticized by the report, 


producers of leather and leather products are given a clean bill of health. 
The leather and leather products industry is classified as "moderately con- 


centrated". , 
As a whole, the report points out, "the leather industry is one of 


the least concentrated of the major manufacturing groups, although in boots 
and shoes production is more highly concentrated than in the other clothing 





















































Specifically, the committee staff found: 


"There are only seven principal producers of heavy, or sole leather. 
The United States Leather Company, a combination of 60 concerns operating 110 
tanneries, controlled: more than 60 per cent of the domestic output in 1904. 
Although still the leading producer, it now operates only about 16 plants and 
accounts for about 20 per cent of the production. Two meat—packing company 
subsidiaries, National Leather Company (Swift) and J. K. Mosser Leather Corp. 
(Armour) are United States Leather's closest competitors. Other large com- 
panies in this division of the leather industry are Howes Bros. and Proctor 
Ellison, both Boston concerns; the American Oak Leather Co. of Cincinnati; and 
Leas & McVitty, of Philadelphia. 

"The light leather division, which is larger in dollar volume of 
output than the heavy leather division, is led by the American Hide & Leather 
Co. It produces 15 to 17 per cent of the calf leather output and 5 to 9 per 
cent of the dress side upper leather. Three-fourths of the company's output 
goes to manufacturers of men's shoes and 15 per cent to manufacturers of 
women's shoes." 


The report also comments briefly on the entrance of certain shoe 


manufacturers into the tanning business in an*effort to cut down leather costs. 


The non-critical tone of the discussion of the shoe and allied 
oe sed a is in sharp contrast to the staff findings in regard to some other 
industries. 
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alk of the trade 





BENJAMIN H. NAMM, Chairman 
of the Board of The Namm Store in 
Brooklyn, N. Y., says: 

“Retailing has a supreme oppor- 
tunity in 1947—a chance to lead the 
way in re-establishing a normal 
consumer’s market. In 1947 we 
shall probably see an end to the 
frantic, indiscriminate buying on 
the part of the public. Normal 
peace-time buying habits will be re- 
stored. Inferior goods will meet in- 
creasing consumer resistance. 





“A glut of unsalable merchandise 
and serious inventory losses for 
both retailers and manufacturers, 
such as precipitated the 1921 crash, 
can be avoided if retailers renew 
the cautious buying practices which 
have been discarded during the war 
years. We must get back to think- 
ing in terms of modest, initial orders 
and then subsequent reorders, as 
demand proves itself. Only through 
sound buying policies can we pro- 
vide the guidance needed by manu- 
facturers during this difficult period. 

“The retailer who insists on re- 
storing his buying and merchandis- 
ing policies to a sound, common- 
sense basis during 1947 may well 
sacrifice some of his potential sales 
and profits. This sacrifice, however, 
will be a small price to pay for in- 
surance against disastrous inven- 
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tcry losses and a damaging set back 
to the country’s business. If re- 
tailers, as a whole, follow sound 
buying policies during the coming 
year, their influence will be felt 
throughout our entire economy. 
They can play a major role in pre- 
venting a repetition of a boom and 
bust such as followed the last war.” 


MURRAY S. ROLFE, general man- 
ager of S. Dalsimer & Sons, Phila- 
delphia, Pa., says: 

“The buying and selling picture 
is already changing. Inventories are 
getting larger and customers are 
getting choosier. The time has come 
for us to be merchants and sellers 
as well as buyers. Competition will 
become stiffer and the fellow with 
his eye on the ball will get the most 
hits. 











“Be realistic about your store, the 
valuation of your stocks, salespeople 
and yourself. Good management be- 
comes more important now than 
ever before. Reinstate the little ser- 
vices that brought the customer back 
to your store. Remember, ‘Good 
Will’ is an intangible thing and 
when earned the hard way, should 
not be permitted to be kicked around 
or thrown away. We must be sure 
that shoes are fitted correctly and 
courtesy must reign supreme, at all 
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E. P. SIMMONS, president of San- 
ger Brothers, Dallas, Texas, says: 
“A year of excellent all-over busi- 
ness activity is foreseeable—a year 
which can be approached with op- 
timism but caution. . . . Inventories 
must be balanced early in the year, 
quality must improve, assortments 
must be broadened and stocks must 
be strengthened in the medium price 
ranges which have suffered so se- 
verely during the past five years. 





Some price lines must be replanned. 
The coming year will see the end of 
reckless buying on the part of the 
public and even now the public is 
fast growing extremely quality-con- 
scious, with an inclination to defer 
purchases for major items to wait 
for better values.” 


SEYMOUR TROY of Setroy, Inc., 
New York, says: 

“The buying public is looking 
for a new style interest. Women 
will be glad to pay for this new 
look and for shoes with an eye ap- 
peal of more leather and more 
craftsmanship. Women want shoes 
with the bootmaker look instead of 
the slipper appearance. They want 
more substance in shoes. Footwear 
with closed toes and closed backs 


“are gaining in favor, regardlese of 


the season.” 
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LIFE SPAN OF STORES 








MERAL STORE 
2 col lf 
| BO Anal4 

—Dun & Bradstreet recently issued 
a report on pre-war longevity of 
retail stores, which contained 
some interesting data. 

—The old-fashioned general store 
had the best pre-war longevity 
record. 

—In 1939 the report showed the 
average retail outlet survived for 
10 years; the old-fashioned gen- 
eral type for 2! years, and the 
life span of stores selling basic 
necessities was greater than those 
that sold luxuries. 

—Independent retail stores more 
than 25 years old recorded a 
“steady average” rise in sales, 
with stores above 20 years of age 
averaging an annual volume of 
$39,492. against $17,342 for 
stores under 10 years. The report 
showed that the midwest record 
is best, having a 14 year average 
life span, thus indicating that this 
was the healthiest region for re- 
tailers. 

—Business in the South and Pacific 
Coast, with a 10 year survival 
span, was found to have the 
shortest longevity. 

—Retailers dealing in gifts, novel- 
ties and souvenirs had the largest 
return on investment—somewhat 
more than 6°/,—while hardware 
and farm implement stores, with 
profits averaging less than 1°, 
were at the bottom of the net in- 
come list. 

—Men's furnishings and book stores 
finished just above the hardware 
vendors. 

—This report was based on the 
U. S. Department of Commerce 
Business Censuses of 1929 and 
1939 and en by oa 
special study of retail operations 
in the latter year. 

—Thus, it is quite likely that a simi- 
lar report, based on 1946 retail 
business, might show some inter- 
esting changes in the conclusions 
arrived at in the above report. 


President 











G. M. WRIGHT of James Mills & 
Company, Beloit, Wis., gives the 
formula for a successful future in 
the shoe industry: 

“Make your department just as 
attractive as you can. Redecorate 
and refurnish—if necessary. In my 
opinion, it is up to the store’s per- 
sonnel to make your customers feel 
that they are really appreciated: 
for, after all, you are spending real 
money in advertising to get the 
public to visit your store and to 
create a desire on their part to pur- 
chase your merchandise.” 


IRWIN D. WOLF, vice-president of 
Kaufmann’s Department Stores, 
Inc., Pittsburgh, Pa., says: 

“A long-range point of view is the 
most important attribute for a busi- 
ness man in 1947. 

“Consumers will purchase with 
more consideration and discrimina- 
tion in 1947, as more and more lines 
of merchandise come into better 
supply. There will be a correspond- 
ing demand for quality and retailers 
will be required not only to have 
goods but also to have them in im- 
proved grades—a proper demand 
upon any store willing to assume its 
role of purchasing agent for its com- 
munity.” 
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JOSEPH HORNE, president of Jo- 





seph Horne Company, Pittsburgh, 

a., Says: 

“TI believe that some volume in- 
crease is possible in the first quar- 
ter of 1947 and that a properly bal- 
anced inventory of good merchan- 
dise, fairly priced and aggressively 
promoted, may continue such in- 
crease beyond the first quarter. As 
better merchandise in all lines be- 
comes more plentiful the customer 
attitude becomes more selective. 
Consequently, it is of paramount 
importance that the retailer see to it 
that his merchandise has not only 
the necessary appeal as to quality, 
but that the leveling-off adjustments 


‘ ° . ” 
of prices be aggressively continued. 
* 7 . 


SAUL COHN, president of City 
Stores Company, New York, says: 
“There is no seller's market or 
buyer's market. There is, at all times 
only a customer's market. To get full 
scale production, a better balance 
between real wages and living costs 
must be achieved. Retailers can do 
a great deal in this respect. Selling 
should be improved and geared to 
community needs and store objec- 
tives. Earnings and savings will be 
used freely to buy what customers 
want, but customers will be more 
discriminating and their buyman- 
ship will be better in a broad way. 
In 1947, management will have to 
stand on its own legs, without the 


props.” 














"This is my lest pair Tony. Call me when that shoe's finished. I'll bring the mate.” 


Boot and Shoe Recorder 








ditorial outlook 


1947 Will Reward Salesmanship 


WHEN radio programs were suddenly interrupted on a 
Saturday afternoon a little more than a month ago to 
make way for the electrifying news bulletin that told the 
nation John L. Lewis had called off the coal strike, there 
was not only an emotional reaction of relief and satis- 
faction throughout the length and breadth of America, 
but likewise a conviction that the country had passed a 
turning point in its industrial relations. 

A principle had been recognized, namely, the prin- 
ciple that the advantages of a particular group, however 
well founded they may be in justice or humanitarianism, 
may not be advanced at the expense of the welfare, 
health or safety of the people as a whole. 

Economists and industrial leaders were convinced that 
the outcome of the coal case would have important con- 
sequences on the progress of the nation’s return to a 
peacetime economy. And it has. Production has jumped 
forward. Retail sales have increased. Christmas busi- 
ness, in the case of many of the larger retail organiza- 
tions, was phenomenal. Day after day, over a two-week 
period, sales of one New York department store averaged 
more than a million dollars per day, and for the week of 
December 16 through December 21 reached the ex- 
traordinary total of $7,000,000. 

Such amazing manifestations of consumer confidence 
could scarcely have taken place if the deepening menace 
of the coal strike, with its dire implications of challenge 
to the American constitution and American institutions, 
had continued to hang over the land. True, the Supreme 
Court has yet to speak its final word, as this is written, 
on the issues involved in that case. The problem will 
recur again in the Spring when agreements between 
miners and the government expire. Other labor crises 
will arise in the meantime. But confidence that future 
controversies will be settled, as a number of them have 
been settled in the shoe industry, without imperiling the 
rights of society or the orderly progress of industry, has 
been very greatly strengthened, and this improved con- 
fidence is probably the most important effect of what 
happened in the coal case. 

Thus the foundation appears to have been laid for 
continuance of a ready market for merchandise of all 
kinds im 1947, and for expanding production, subject 
only to the uncertainties of labor relations, in most lines 
of industry. There has been considerable talk vf the 
possibility of a business recession as production and 
supplies catch up with demand and as more and more 
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consumers find it difficult to purchase things they need 
and want at prevailingly high prices. But even recession 
talk today seems to envisage a shakedown of minor pro- 
portions and relatively short duration rather than a 
major depression. 

Regardless of what may happen in other lines of 
business, most shoe men today are realistic concerning 
the immediate future in their own trade. Confident and 
hopeful as they are, they realize that they are face to 
face with a definite problem of price resistance induced 
by the sharp increases that have occurred in shoe prices 
since decontrol, the reasons for which involve more com- 
plicated causes than the abolishment of OPA. They know 
they have a selling job ahead. 


Its easy to say that the public should readily recognize 
the inherently higher values in shoes and be willing to 
pay higher prices. But people are seldom very happy 
about paying more for anything than they have been 
accustomed to pay, and to be confronted with a sharp 
increase in their annual shoe bill at a time when other 
increased cost of living items are straining their budgets 
makes a lot of customers hesitate about buying that 
extra pair. Many trade authorities look for a readjust- 
ment in leather and shoe prices in 1947, but that will 
take time and meanwhile every merchant and manu- 
facturer faces the problem of price resistance. 

All of which serves to emphasize the supreme impor- 
tance of selling in the period that lies ahead. Now is the 
time to sharpen all the tools and instruments of sales 
promotion, including advertising by manufacturers and 
merchants, better window displays, more effective meth- 
ods of merchandise presentation within the store, better 
service to the customer, improved public relations, and, 
above all, more effective salesmanship at the fitting stool. 

Through the war years, merchandise shortages and 
problems of supply have put the emphasis on buying 
and procurement, but now the pendulum swings back to 
selling, and from all present indications 1947 profits will 
be earned by those who do a better selling job. So Boot 
AND SHOE REcoRDER devotes this issue in large part to 
sales promotion, advertising and the techniques of better 
salesmanship in shoes. RECORDER will continue to stress 
these subjects through the year, and by so doing we 
hope to stimulate an interest that will lead to further 
study of these vital topics which hold the key to business 
success and prosperity. 
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Deans the long sustained period of wartime short- 
ages, the attention of the American consumer was fo- 
cused on the desirability and importance of good shoes 
as it never had been before and possibly never will be 
again. Sober judgment during that period of short sup- 
ply would have told us, just as it does now, that a post- 
war consumption of three to four pairs of sound, legiti- 
mate shoes, per capita, is indeed a target to shoot at, 
and one which if possible of accomplishment will be a 
promotional victory, and the solution to the shoe indus- 
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try’s most serious problem, sustained year-round pro- 
duction. Yet, month after month, when the war had 
become a matter of history, irritating shortages contin- 
ued, and the retailer and manufacturer continued to live 
in a world of illusion. x 

The consumer of all three principals in the distribu- 
tive system was, in fact, the forgotten man. Manufac- 
turer, and retailer, ostrich-like, refused to believe that 
one day a buyers’ market would return and the forgot- 
ten man would come into his own again. 
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Will It Be Three to Four Pa 
per Capita in ‘47 and A 
Yes, If You Recognize the C 
petitive Spot You're 

Make Good Use of the ti 
tising Tool Your Manufactu 
Has ory for You. This 


ll 





Retailers, who in 1939, were happy, confident and 
prosperous with a turnover of five hundred pairs of 
shoes in a good month, would look at you and say 
grimly, “Here it is Monday and I only have five hun- 
dred pairs on the shelves. If I had seven hundred more, 
I could ‘use them and I really need a thousand.” It never 
occurred to most of them that the same miracle which 
could materialize that thousand pairs of shoes for him, 
would produce the same number for his competitor 
across the street and for the store down the block. The 
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WERFUL ALLY 
In STRUGGLE for 
CONSUMER DOLLARS 


problem of TURNOVER, the fear of which is the begin- 
ning of all retailing wisdom, for several years simply 
ceased to exist. And that bright spark, PROMOTION, 
which. should have been nourished, in many cases flick- 
cred or was snuffed out entirely. 

Only the inherent courtesy and gentlemanliness of the 
true merchant made many of us discipline ourselves and 
our sales clerks against getting “too tough” with our 
customers. Apparently very few retailers stopped to ask 
themselves the question—“If I was selling 500 pairs a 
month in 1939 and during the war, I sold 300 pairs a 
week and was forced to turn customers away, what sud- 
denly would happen if every retailer in town should get 
all the shoes he needed, or to be more accurate, all the 


shoes he thought he needed?” If he asked himself this 
[TURN TO PAGE 112, PLEASE] 
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ADVERTISING: 
Promotional Magnet 


ALMOST a generation ago Boot ano SHoe Recorper 
advised its readers to “get a good line and stick to it.” 
Good advice then, it is even better advice today, for a 
nationally advertised brand is the best asset a retailer 
could possibly have in the highly competitive situation 
coming in shoe selling. 

The retailer who has come through such a competitive 
period in the past will appreciate the truth of this state- 
ment. The retailer whose business was started, or whose 
volume was built quickly during the lush war years may 
believe that he has developed a name and customer 


~~ 
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clientele which will enable him to sell competitively in 
his town or city without the benefit of advertising, re- 
gardless of what conditions the future may bring. To 
him, and to the retailer, who is smarting under the treat- 
ment he received from his manufacturers during the 
period of wartime shortages (and in some cases cer- 
tainly that treatment was unjustified) and who has de- 
cided to “go it alone,” the following thoughts on ad- 
vertising and its function may be of benefit. 

The primary purpose of advertising is to sell goods; 
in the case of the retailer, to sell the shoes he has bought, 
or intends to buy from his manufacturer. It is true 
that every dollar spent by the manufacturer for adver- 
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To Keep Your Customers 


tising Becomes a part of the cost price the retailer must 
pay for that shoe, and which he, in turn, must pass on 
to his customer. Advertising is not paid out of the re- 
tailer’s mark-up, but by the customer in the retail price. 
The consumer must get VALUE for his dollar or he will 
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“AT HOME 


not buy a second pair of shoes, and the retailer, at least 
temporarily, loses his customer. But, advertising keeps 
the consumer cost of shoes down, because advertising 
hoosts the demand for shoes by your customers. This 

[TURN TO PAGE 112, PLEASE] 


ADVERTISING, Often Misunderstood, Taken Casually, Now Be- 





comes a "MUST" in the Increasingly Competitive Shoe Distribution 
System. A Discussion of Its Purpose and a Few Case Histories 


Showing How It Works for Your Benefit and for the Line You Sell 
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N. Hess & Sons, Baltimore 


5 col. 9 in. 


Space enough here for many more shoes and lots 
more copy—but the advertising manager wisely re- 
fused to fall into the trap and emerged with this sim- 
ple, piquant sales appeal—“saucy, soaring platform in 
our Thrifty Circle . . . vivacious young platform that 
whisks sizes off your feet in the twinkling of an eye. 


Black suede.” 


Vogue Shoe Stores, Houston 
4 col. 12 in. 


Plenty of white space in this advertisement with 
shoe illustrations large enough to show all details of 
shoe patterning. The brief copy reads: “We've caught 
fashion’s fancy in these light-hearted, light-footed new 
Rhythm Steps. You'll love their new smartness, and 
after you've tried them on—their buoyant comfort will 
win your heart completely. Widths AAAA to Bs, sizes 
up to 10.” 


Krupp & Tuffly, Houston 


4 col. 10 in. 

The profile of the shoe, its spiked sole and the use 
for which it is intended—all emphasized pictorially 
with the main accent on the profile of the shoe. Since 
these shoes have been scarce during the period of 
shortages, this advertisement is news—and is so han- 
dled in the copy. “Just in! . . . Genuine Bass ‘Sportoca- 
sin’ Golf Shoes.” That's the head line. The text is 
almost equally short, merely “A true moccasin golf 
shoe that golfers have known for years . . . in dark 
brown calf with stout leather soles and heels . 
removable cleats . . . ready for your immediate selec- 
tion.’ In what part of the paper was it placed? The 
sports page, of course. 


Hassel’s, Chicago 
3 col. 10 in. 

This outstanding example of advertising a man’s 
shoe for cold weather wear carries a cut nearly five 
inches long, flanked by three, tiny, military figures 
standing at attention and topped by the name of the 
shoe—“The Guardsman.” The neatly squared-up copy, 
in easily legible type, has this to say: “It’s a shoe to 
guard you faithfully against Winter’s rough weather 

[TURN TO PAGE 110, PLEASE] 


RECORDER 
Reviews The Ads 
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. Baker, Los Angeles 


col. 17 in. 

Ten shoes accurately pictured 
d plainly priced are permitted 
tell the story with a minimum 
copy as follows: “Shoes with 
shion news . . . shoes in luxuri- 


s suedes . . . shoes in fine leath- 


hoes in every color and wee 
oes that meet our high standard 
quality and value . . . too smart 


r words.” 


Altman & Co, New York City 
col. 18 in. 


“One beautiful shoe in several 
priations . . . proving that a com- 
brtable shoe can be smart, that 
signing skill can dramatically 
ynceal a scientific last. Just one 
f several in black suede or calf 
. with platform . . . without plat- 
rm... shoes, second floor.” 


Boot Shop, Toledo 


col. 9 in. 

The New York atmosphere clev- 
rly captured here by a street sign 
lustration indicating the intersec- 
ion of Fifth avenue and a side- 
reet named Casuals. Only two 
hoes shown—a sling pump and an 
ypen-back oxford type—both in 
lack suede—both with platform 
les. The desire to own them is 
reated by fifteen words: “Stun- 
ing styles that focus all eyes upon 
he lovely lines of your feet and 
nkles.” 


Dayton Co., Minneapolis 
col. 22 in. 
Just one big shoe with a back- 
ground illustration of the style- 
right woman who wears it and a 


headline which introduces the 


theme: “For an ‘off-duty’ style, but 
‘on-duty’ comfort . . .” “Back 
again,” says the brief copy, “that 
wonderful ‘off-duty’ shoe you've 
praised for many years. Unusually 
ell-fitting, styled with a roomy 
oe. 
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Targets for 1947 Shoe Advertisin¢ 


PRICE READJUSTMENT CALLS FOR PROMPT ACTION 


R. S. BUCHBINDER 
Frederick Clinton, Inc., 
New York City 


JOHN J. FINLAY 
Vice-president, Aubrey, 
Moore & Wallace, Inc., 

Chicago, Illinois 


WITH the decontrol of shoes and 
leather, the entire industry has be- 
come as jumpy as a cat on a hot 
stove. Buyers coming to market, re- 
verted overnight to an unwarranted 
hard-boiled attitude, often on well- 
meant but misguided instructions 
from top management. And can- 
cellations have reared their ugly 
head for the first time in five years. 

Intelligent shoe makers and sellers 
will welcome these symptoms as 
healthy signs of reconversion to a 
more normal market. For they indi- 
cate the end to high-handed methods 
that were becoming all too common. 
They mean that blundering poor 


judgment no longer will pay off so 


handsomely. They mean that all of 
us must unlimber our atrophied sell- 


ing muscles and get back to work. 
And they mean that we must stop 
being just “merchandisers” for a 
while, and become good storekeep- 
ers again. 

It will be many months before 
normal, balanced inventories of 
types and sizes can be rebuilt. But 
it will be a poor time to use rising 
costs as a basis for excessive mark- 
up. It will be a good time to elim- 
inate every trace of the “get-on- 
line” attitude your sales force may 
have acquired toward customers .. . 
to establish a thorough retraining 
program for salesclerks . . . to elim- 
inate makeshift items and stop-gap 
brands and to decide which of them 
you're going to live with. 

[TURN TO PACE 103, PLEASE] 


MANUFACTURERS NEED AGGRESSIVE ADVERTISING 


WHAT is the outlook for shoe ad- 
vertising in 1947? Twenty years 
ago, a study of the current figures 
on employment and wages, store in- 
ventories, raw material prices and 
export volume would have enabled 
a business man to make a reasonably 
accurate forecast. But today, what 
with far-reaching governmentai con- 
trols, the labor-wage situation in 
such a state of flux that strikes can 
change the picture overnight, and a 
maze of international commitments 
affecting our domestic economy at 
every turn, the hazards of predic- 
tion are multiplied. 

However, one or two facts seem 
reasonably clear: The sellers’ honey- 
moon in soft goods is over. Real 
values in merchandise and promo- 
tion that sells are again essential, and 
that should insure a strong volume of 
aggressive advertising throughout 


1947, irrespective of corporate 
profits. 

The sellers’ market gave manufac- 
turers the golden opportunity of 
eliminating many an unfair and 
coddling concession to retailers. It 
remains to be seen whether, in, the 
renewed fight for volume, these con- 
cessions creep back. But manufac- 
turers will have to do an intelligent, 
aggressive and continued job of na- 
tional advertising, and insist on re- 
tailers tying in and doing their 
rightful part. 

Certainly there is still a vast short- 
age of really good merchandise im 
the clothes closets of America. 
Forceful advertising and merchan- 
dising can put it there, unless other 
more powerful factors intervene. 
Our job as businessmen is to keep 
on sawing wood and hope for the 
breaks. 
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As Seen by Agency Executives 


SELL MULTIPLES FOR OCCASIONS AND SEASONS 


GOOD shoe ads ertising for Spring, 
1947, will be real “advertising man’s 
advertising.” It will have to sell 
shoes. It will have to educate both 
the trade and the consumer out of 
certain preconceived notions. It will 
have to be coordinated and merchan- 
dised right down the distribution 
line through the point of sale into 
the home of the consumer. 

The price problem of the shoe in- 
dustry is as great or greater than 
that of any other American industry. 
The shoe industry was face to face 
with a serious price problem before 
the war began. The war merely 
postponed the shoe industry's basic 
selling job of winning a more right- 
ful share of the consumer's dollar 
per pair and also increasing the 


number of pairs. 

The immediate problem right 
now, of course, is to break the spell 
of consumer apathy . . . to rouse the 
consumers out of fruitless waiting 
for a quick collapse of shoe prices. 
At today’s shoe factory wage level, 
and with hides unlikely to break 
under the 25c. level, regardless of 
consumer pressure, the manufac- 
turer must tell the trade “the facts of 
life.” He must be sure that the men 
on the floor who talk with the con- 
sumer understand “the facts of life.” 
It must be clearly explained to the 
consumer that the only way to pro- 
duce shoes today at pre-war price 
grades would be to make markedl) 
inferior shoes under good trade 

[TURN TO PAGE 103. PLEASE! 


MORE INTENSIVE EDUCATION PROGRAM NEEDED 


CONSIDERING the importance of 
the nationally advertised, branded 
shoe to retail selling, there is often 
a wide gap between the retailer's 
recognition of this fact and the ap- 
plication of it. Now, with the ap- 
proach of the big Spring season and 
the quickly changing merchandise 
picture into a keenly competitive 
one, retailers must, as in pre-war 
buyer’s market days, seek every 
help from the manufacturer to bet 
ter sell his shoes. It is here that the 
manufacturer with the soundest pro- 
motion policy will come out ahead. 

Promotion help to the retailer now 
goes far beyond the ad in the na- 
tional magazine. It must include a 
thorough educational program on 
the basic selling points behind the 
brand the retailer has to sell, plus an 
alert understanding of its part in his 
basic merchandising scheme. 
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Manufacturers must poini the 
way, first of all, to a general re- 
orientation of retail sales personnel 
to the new era of competitive selling 
and its relationship to his particular 
brand. Secondly, well-planned pro- 
motion kits must help the retailer ad- 
vertise effectively not only his brand, 
but all branded shoes so that the 
retailer may widely round out his 
promotion program. 

The retailer should learn from the 
manufacturer, through the latter's 
specially prepared dealer helps, how 
his own ads, window displays, de- 
partment displays, radio and direct- 
mail programs, etc., can best tie in 
with the national advertising to the 
mutual advantage of both retailer 
and manufacturer. 

These tools which manufacturers 
must put in the hands of the retailer 

[TURN TO PAGE 103. PLEASE] 


J. M. REILLY 
J. M. Reilly Co., 


Boston, Mass. 


DAVID S. HILLMAN 
Hillman-Shane, 
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Targets for 1947 Shoe Advertising 


TURN ON THE POWER 


SELLING shoes from now on, as 
compared with selling shoes during 
the past few years, is analogous to 
an automobile going downhill and 
the driver suddenly finds that the 
terrain is levelling off, even angling 
uphill. He has got to shoot on the 
power to maintain the speed he en- 
joyed while coasting down hill. 

This applies both to manufacturer 
and retailer alike. The power he has 
at his command is promotional 
“know-how,” the ability to properly 
dramatize his shoes—the manufac- 
turer to the public and retailers, the 
retailers to the public. 

There are certain men in shoe fac- 
tories and shoe and department 
stores who have a natural flair for 
promotion, who are showmen and 


know how to dramatize their prod- 
ucts. There are others who are not 
naturally fitted with showmanship 
but are smart enough to employ ad- 
vertising men and women or agen- 
cies to do the work for them. There 
are still others who haven't the re- 
motest feeling for promotion. Take 
a mental Gallup poll of the success- 
ful shoe operations in this nation 
right now and you'll easily be able 
to classify the various types as 
named above. And you'll be able, 
from this classification, to predict 
which shoe organizations will con- 
tinue to hold their place or increase 

their business. 
From now on, it’s going to be pro- 
motion that will keep the machine of 
[TURN TO PAGE 1]5, PLEASE] 





LEON A. FRIEDMAN 
Vice-president, 
P. Chernow Advertising 
Agency, New York City 





National Advertising—A Powerful Ally 


[CONTINUED FROM PACE 67] 








question and answered it truthfully, one word would 
suddenly glow through the fog of sloppy selling habits 
and still sloppier economic thinking. That word is 
TURNOVER, greatest friend the retailer ever had; 
greatest single stimulus to sane buying habits; greatest 
inspiration to thoughtful, progressive promotion. 

The extent of the success or failure of all of us in the 
shoe industry, manufacturers, retailers, merchandisers 
and promotion people lies in our ability to capture the 
interest of the consumer and get our share of his dol- 
lars for shoes. In 1947 it will be in direct proportion 
to the amount of intelligence, industry and imagination 
we put into our advertising and selling. It is unfor- 
tunate that the honeymoon lasted longer for us than 
those enjoyed by other consumer goods competitive with 
shoes. Already these consumer goods are well on their 
way toward the objective of getting a larger share of the 
public’s dollar. In that share are dollars which actually 
belong to us. 

The fact that we have been so slow in starting does 
not mean that we cannot work with energy on the enor- 
mous job that still confronts us. Frankness and self- 
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analysis must make us admit that as an industry we are 
not and have never been, even in normal times, as alert 
in our advertising and merchandising as we might have 
been. We have not spent the number of dollars that other 
industries, manufacturing less essential articles, have ex- 
pended, nor have we spent the same amount of energy to 
get the most out of those dollars we have spent. We 
have, as an industry, thought in terms of two, or pos- 
sibly two and one half pairs of shoes per capita. Yet, 
our advertising budgets to date have not been sufficient 
to sustain even that small figure if shoes depended ex- 
clusively on advertising to convince the consumer of 
their necessity, worth and value. 

In 1947, we must spend more dollars for advertising, 
more for promotion, and we must spend that money 
more judiciously than ever. Advertising costs are up, 
just as other manufacturing and selling costs are up. 
An annual budget of $40,000 per year, for all forms of 
advertising might possibly buy about 60% per cent of 
the effectiveness in circulation, space, color and engrav- 
ings that it bought in pre-war years. We must convince 

[TURN TO PAGE 113, PLEASE] 
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WINDOW 
PROMOTION 







Above: The scene of the Kinney consolidated 
window merchandising. Here the staff, under 
M. J. Nedzbala, install and photograph the trim 
that will later appear in all Kinney stores. 
Right: Step No. 1. The window is photographed 
with fixtures only. On receipt of the photo the 
dealer sets up his window in the same way. 


dress and the photos go out to Kin- 


A Case Study Showing How an important Shoe 
Chain Organization Designs Window Displays 
for 308 of its Stores Located in 37 States. 


ney dealers accompanied by mimeo- 
graphed instructions and sketches. 
The 1946 Christmas trim, part of 
which is shown here, was accom- 


AT 148 E. 32nd Street, New York 
City, is the nerve center of the G. R. 
Here an expert 


Kinney Co., In-. 
staff plans the window trim that will 
grace the company’s 308 stores. 
Four times a year the staff, headed 
by M. J. Nedzbala, plans, down to 


pins, showcards and ribb .n, the spe- 
cific installation that will greet cus- 
tomers in 37 states. The four trims 
are augmented in betw «n by eight- 
odd holiday promotic..s. All win- 
dows are planned, iustalled and 
photographed at the *? ‘nd Street ad- 


panied by seven pages telling the 
dealer exactly what he had been 
shipped and precisely what to do 
with it. They can’t go wrong, Mr. 
Nedzbala claims. 

The family chain is in its 52nd 








year of operation, having been 
founded in 1894. In that year, 
George Romanta Kinney lost his job 
as chief shipping clerk of the Lester 
Shoe Company when the firm was 
liquidated. Young Mr. Kinney had 
saved $1,500. With this 
money he purchased some of the 
stock of the defunct company, had 
| TURN TO PAGE 114, PLEASE] 












almost 









Above: Step No. 2. Tag and shoe holders are 
added. The satin chair and footstool are three 
dimensional as is the fireplace. The andirons 
are genuine and the logs in the fireplace are 
real wood. Right: Step No. 3. The completed 
window. The success of the windows has en- 
couraged the company to promote interior dis- 
plays in the same way as they do the windows. 
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RETAIL SHOE PRICE TRENDS FOLLOWING DECONTROL 
Summary of Advertised Prices from All Daily‘and Sunday Newspapers in 25 Specified Cities* 


November 16 through November 30, 1946 


Compiled Ezpressly for Boot anp SHOE RECORDER 





























wee Under $5.00 $5.01-$6.99 $7.00-$9.99 $10.00-$14.99 $15.00 and Over | Neo Price | 
ao Yl oe Sy em eet a l sea | TOTAL 
| Feature | %& Feature & Feature & Feature % Feature & Feature |  %& Feature 
PN Barca e el EE ARO etic ae teh 
MEN'S 
Shoes 7 3.0 28 11.8 45 18.8 50 21.0 22 9.2 86 36.1 238 
Work Shoes a 40.0 4 40.0 : 2 20.0 10 
Casual Shoes 6 $.5 17 27.0 15 23.5 13 21.0 2 3.0 10 6.0 | 63 
WOMEN’S 170 16.0 | 177 16.8 200 18.9 217 20.5 | 222 21.0 72 6.8 1,058 
Play and Casuals 99 28.6 1¢9 31.5 75 21.7 41 1.9 | 8 2.3 4 4.0 346 
SLIPPERS 9560.7 199 24.4 a | 5.2 45 55 | 1.5 2 2.7 816 
TOTAL | 781 534 378 | 366 286 | 206 2,531 
i 
* Summary information secured from al! daily and sunday newspapers in the following specified cities: Albany, N. Y.; Atlanta, 


Ga.; Boston, Mass.; Chicago, IIL; Cleveland, Ohio; Dallas, Texas; Denver, 


Colo.; Detroit, Mich.; Harrisburg, Pa; Indianapolis, 


Ind.; Minneapolis, Minn.; Nashville, Tenn.; New Orleans, La.; New York, N. Y.; Omaha, Neb.; Philadelphia, Pa.; Phoenix, Ariz. ; 


Portiand, Ore.; Richmond, Va.: St. Louis, Mo.; 


Tulsa, Okla. 


An analysis of retail shoe advertis- 
ing in 25 of the most important retail 
centers of the United States, made ex- 
pressly for Boor AND SHOE RECORDER 
during the latter half of November 
when retail advertising was beginning 
to reflect the effects of price decontrol, 
reveals a number of interesting and 
highly significant developments in the 
current shoe price picture. 

For one thing the popular shoe price 
ranges have moved up into higher 
brackets, at least so far as the retail 
prices most frequently quoted in store 
advertising are concerned. Take, for 
example, the former popular price 
range between $5 and $7 in women’s 
shoes, which included many lines sell- 
ing at $6.50, $6.85 and $6.95. Today 
most of those shoes have moved into 
higher ground, with the result that 
fewer ads feature women’s shoes in 


Newspaper Ad 
Spending Shrinks 

New YorK—A decline in the per- 
centage of the publicity dollar spent 
by retail stores for newspaper adver- 
tising and an increase in the percent- 
age spent on display is reported in 
the 1946 edition of “Analysis of Pub- 
licity Expenses,” published by the Na- 
tional Retail Dry Goods Association. 

Newspaper advertising accounted 
for 56 cents of every dollar spent on 
publicity in 1945 compared with 60 
cents in 1944 and 66 cents in 1945. 
On the other hand, display accounted 
for 16 cents of the publicity dollar 
compared with 14 cents in 1944 and 
13 cents in 1943. Radio in 1945 re- 
ceived four cents, a figure slightly 
higher than the previous year. Pub- 
licity payrolls held even while produc- 
tion costs moved up slightly. 


Eire Shoe iisthestten 
90 Per Cent of Prewar Level 


Lonpon, Enc.—During 1945 the gross 
output of the 39 factories in Eire en- 
gaged in footwear manufacturing 
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the $5 to $7 range than in the $7 to 
$10 bracket or, the group from $10 
to $15. And, strange as it may seem, 
the most frequently advertised price 
classification of all during the latter 
half of November was the highest 
price group selling at $15 and over. 
Out of a total of 1,058 ads checked in 
this survey, only 72 featured shoes 
without mentioning the price. 

Not so the case in the men’s shoes 
edvertised during this period. The 
largest proportion, 36.1 per cent of 
men’s dress shoes featured in store 
advertising, were offered with no price 
mentioned. Next largest proportion, 
21.0 per cent, was in the $10 to $14.99 
price range. The former popular ad- 
vertised price range for men’s dress 
shoes, $5.01 to $6.99, drew only 11.8 
per cent of the ads for this period, 
while the next price range, $7 to $9.99 


amounted in value to £3% million, the 
quantitative output being about 90 per 
cent of the pre-war total, according to 
the Report of the Census of Industrial 
Production. Cost of raw materials 
amounted to £1,952,598, an increase of 
£924,164 over 1939, when the gross out- 
put was £2,024,145, and the number of 
factories engaged in production was 36. 
The lowest production year since 1939 
was 1943, when production fell to about 
85 per cent of the 1939 figures. 

The Annual Volume of Production 
Index Number for 1945 is not yet avail- 
able, but.on the output for the Decem- 
ber quarter, it would be about 107 per 
cent of the 1936 production. For 1946 
the figures for the March and June 
quarters represent a percentage of 
104.5 and 117 respectively. 

In 1941 production of light footwear 
returned to close to prewar level after 
a slight drop in 1940. By 1942, how- 
ever, it began a steady decline, reach- 
ing its lowest depths in 1944, when pro- 
duction fell to 2,085,528 pairs, com- 
pared with 3,342,084 in 1939. In 1945 
light footwear production figures re- 
covered somewhat, the total for that 
year being 2,315,796 pairs. In the same 


Salt Lake City, Utah; San Diego, Calif.; Seattle, Wash.; San Francisco, Calif. ; 


moved up to account for 18.9 per cent. 

In men’s casual types, the most popu- 
lar advertised range was $5.01 to $6.99, 
with 27 per cent of the ads featuring 
prices in this range. Next was the $7 
to $9.99 range, accounting for 23.5 per 
cent, and third was the group featuring 
casual models in the $10 to $14.99 range, 
with 21.0 per cent of the total. It is 
interesting that 16.0 per cent of the 
casual shoes advertised were featured 
with no mention of price. 

In slippers during this period, the 
largest concentration of ads, 60.7 per 
cent, offered this footwear in the low- 
est price range, under $5. As the price 
range incréased, the number of ads fell 
off, so that only 1.8 per cent of the 816 
slipper ads which were tallied, fell in 
the $15 and over price group, and 2.7 
per cent of these slipper ads mentioned 
no price whatsoever. 





year imports of light footwear amount- 
ed to 37,680 pairs, compared with 190,- 
644 in 1939. 

Production of heavy footwear in 1945 
rose to 1,448,040 pairs, compared with 
573,912 in 1939. While imports fell 
from 12,432 pairs in 1939 to 9,756 pairs 
in 1945. The value of home-produced 
heavy footwear in 1945 was £1,132,060, 
and imports, £9,979. The 1939 figures 
were respectively £334,894 and £6,224. 

The output of children’s footwear for 
1945 was 257,052 pairs, valued at £48,- 
867, the 1939 figures being 272,206 
pairs, valued at £42,368. 

Production of sandals in 1945 amount- 
ed to 542,580 pairs, valued at £228,191, 
the 1939 figures being 392,376 pairs, 
valued at £75,185. 

In the tanning industry the latest 
figures available are for 1944, when 
the gross and net output amounted to 
£1,949,704 and £526,534 respectively. 

Sole and insole leather production 
amounted to 75,864 cwts., while boot 
and shoe linings, amounting to 2,548,- 
237 sq. ft., and valued at £59,854, were 
also produced. The value of upper 
leathers produced in 1944 amounted to 
£406,145. 
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CANTILEVERS 
make a career of comfort 


CANTILEVERS are famous for their 

natural contour and mellow flexibility. That's 
why these shoes give such long 

hours of walking comfort, standing 

comfort. Add this to their ~ 

smart styling for street and dress wear, and 
you'll know why every CANTILEVER 

shoe is such a success — 


with wearers and retailers alike. 


The Selby Shoe Company 


Otley ARCH PRESERVER ¢ ACTIVE MODERNS ¢« TRU-POISE « STYL-EEZ 
Coles. { EASY GOERS + PHYSICAL CULTURE ¢ GROUND GRIPPER + CANTILEVER 


NEW YORK OFFICE: 3120 Empire State Building - LOS ANGELES OFFICE: 816 Haas Building 
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Shoe Promotion Plans for 1947 


Shoe Manufacturers Announce Advertising Campaigns for 
Coming Year and Outline Plans for Dealer Cooperation 


Acrobat Shoe Company 


Burton Huffman, Juvenile Branch 
Manager for Acrobat Shoe Company, 
announces that Acrobat advertising 
for Spring and Summer will appear in 
magazines and newspapers. Magazines 
are Parents’, Child Life and Hygeia, 
while the newspaper schedule includes 
60 metropolitan dailies in 43 major 
markets. Announcements of the pro- 
motional plans will appear from time 
to time in trade papers. 

Twenty itinerant displays augment 
the program. There are two types of 
these displays, one a large Stensgaard 
for department store windows and the 
other a mechanical circus which is es- 
pecially adaptable to smaller windows. 

The Tumblin Tim Library for Child- 
ren will continue to spearhead the pro- 
motion behind Acrobat. 


Bates Shoe Company 


Plans for 1947 advertising of the 
Bates Shoe Company include continu- 
ous national and trade paper advertis- 
ing, without regard to season, in News- 
week, Esquire, Boot AND SHOE RE- 
CORDER and Apparel Arts. Dealer dis- 
plays have been keyed to national pro- 
motion, with the large aim of the pro- 
gram centering on more pairs of men’s 
shoe per capita. 

Francis Ryan, sales manager of the 
Bates Shoe Company, also cites, as a 
part of their promotional devices, a 
new package inclosure, which gives the 
buyers of Bates Shoes specific advice in 
the care of their shoes. 


Edwin Clapp & Son, Inc. 


Edwin Clapp’s advertising schedule 
for Spring includes ads in Esquire, ads 
in The Rotarian and Christian Science 
Monitor, plus trade press advertising in 
Boot AND SHOE RECORDER, Apparel Arts, 
Creative Footwear and Coast Shoe Re- 
porter. The firm will furnish complete 
mat service, window and counter dis- 
plays to dealers, without charge. 


Cobblers, Inc. 


Spring advertising plans of Cobblers, 
Inc., as described by one of this com- 
pany’s executives, “will include a num- 
ber of full-page, two-color ads in the 
leading fashion magazines, as well as 
a series of smaller ads in black and 
white.” 

“Insofar as dealer help is concerned,” 
this company explains, “we believe the 
best possible help is to give the retailer 
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the advertised merchandise on time, to 
to enable him to tie in with the nation- 
ally-featured styles when the news is 
hot. Newspaper mats and window dis- 
play pieces are an important part of 
our dealer service.” 





B. A. Corbin & Son Company 


Tentatively planned by B. A. Corbin 
& Son Company, is a Spring advertis- 
ing campaign featuring women’s and 
girl’s lines carrying the A. G. Spauld- 
ing & Bros., trade name, which shoes 
are made and distributed by the Corbin 
company. Consumer advertising will 
appear in April and June in Mademoi- 
selle, Glamour, Junior, Harper’s Bazaar 
and Seventeen and the shoes to be 
shown will be those designed to appeal 
to the college woman. 

In addition to this campaign, the 
Corbin company plans to resume publi- 
cation of its catalogs, which were dis- 
continued during the war period. 


Craddock-Terry Shoe Corp.— 
American Gentieman Division 


American Gentleman Division is 
breaking its Spring and Summer adver- 
tising campaign with a full-color page 
in Esquire, followed by a consistent 
schedule of color ads in the Saturday 
Evening Post and Collier’s. Newspaper 
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Increasing consumer demand for brand 
names will produce many such ads as 
this one of Krupp & Teffly's, Houston. 
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ads, window displays and personalized 
dealer-to-consumer mailings will all 
carry the theme of the national promo- 
tion, giving the dealer the maximum 
benefit of advertising coordination. 





Craddock-Terry Shoe Corp.— 
Miracle-Tread Division 


Miracle-Tread Shoes, this Spring, wil} 
again be seen in The Ladies’ Home 
Journal the publication which has pub- 
licized the line consistently season in, 
season out. In addition to its journal 
promotion, Miracle-Tread Division will! 
continue for its second season in 
Glamour. The Journal-Glamour combi- 
nation will embrace the national support 
given to an extensive dealer newspaper, 
window display and direct mail localized 
program geared to the Spring and Sum- 
mer national advertising theme of 
“Lovely Angles.” 


Craddock-Terry Shoe Corp.— 
Natural Bridge Shoemakers 
Division 


This division, a long-time, consistent 
advertiser of its Natural Bridge Shoes 
for Women, reports the continued use 
of Good Housekeeping, Vogue, and 
Mademoiselle for the Spring and Sum- 
mer season. A comprehensive dealer 
folio has been prepared containing mer- 
chandising aids, newspaper ad mats, and 
consumer direct mail folders, stressing 
the importance of “localizing” the na- 
tional consumer theme. 








Daly Bros. Shoe Co.—Marion 
Shoe Division . 


The Marion Shoe Division of Daly 
Bros. Shoe Co., having effected an un- 
usual tie-up with the Piper Aircraft 
Corporation, makers of the Piper Cub 
planes, plans a Spring promotion for 
its Air-O-Magic shoes stressing the 
theme: “Wings in the air; Wings on 
your feet.” 

Full-color pages and other large 
space advertisements will appear in the 
Saturday Evening Post, Life, Esquire, 
Collier’s, Liberty, True, Pic, Outdoor 
Life, Sports Afield, Field and Stream, 
Hunting and Fishing, Rotarian, Elks 
Magazine, American Legion Magazine, 
Kiwanis and the Lion Magazine. Thirty- 
one newspapers in key areas also will 

Dealer helps include a series of news- 
paper mats, background blow-ups stress- 

[TURN TO PAGE 80, PLEASE] 
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There is no substitute for leadership 
—whether it be a product or a store. 
For over 40 years Dr. Scholl's Foot 
Comfort* Remedies and Arch Sup- 
ports have been the outstanding 
leaders in Foot Relief the world over. 
The overwhelming consumer prefer- 
ence for Dr. Scholl's is the result of 
those 40 years of intensive national 
advertising, constant leadership in 
product development and improve- 
ment, strong dealer support and co- 


operation and keeping faith with the 
public and the trade. 


Go with the tide of demand for Dr. 
Scholl's for real profits that result 
from rapid turn-over. Even modest 
displays of Dr. Scholl's in your win- 
dow may surprise you how many 
profitable sales result from them for 
you. Such tie-ups to our advertising 
pays! 















*Trede Mork Reg. U. 8. Pat. OF 
















D° Scholls caztks 


World's Largest-Selling Arch Support for 
Tired, Aching Feet, Foot and Leg Pains, 
Sore Heels, Weak or Fallen Arches, Flat- 


foot. 





No arch support ever designed meets the needs of the millions 
of men, women and children offlicted with these foot arch 
conditions like Dr. Scholl's Foot-Eazer. Over five million pairs 
of this remarkably effective Support have been sold. Light, 
flexible, adjustable. 
Dr. Scholl's Foot-Eazer slips into any properly fitted shoe like 
an insole. Quickly relieves muscular and ligamentous strain— 
the cause of pain and fatigue due to weak or fallen arches. BER” We manufacture Arch Supports of every style 
Retail at $4.50 pair. Wholesale $30 dozen. Order a run of and descri — All-Leather, Leather and 
sizes. Send for our catalog. Metal, Sponge Rubber and Plastic. Consult 
our catalog. Let us know your requirements. 
NATIONALLY ADVERTISED Write today. 


THE SCHOLL MFG. CO., Inc.. 213 West Schiller St., Chicago - 62 West 14th St.. New York 
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Shoe Promotion Plans for 1947 


ing the “wings” theme, window display 
cards, a promotion guide providing 
ideas for the merchant to put to use, 
and a series of booklet and folders, 
some of them being “how to fly” books 
—a “must” for embryonic pilots of the 
Piper Cub planes. 


General Shoe Corporation, 
Edgewood Shoe Co. Division 


Continuing the use of its typical 
teen-age trade character, Bea Friendly, 
Edgewood Shoe Company will feature 
Friendly “Sports” in both Seventeen 
and Life magazines for Spring, 1947— 
full color in Seventeen and black and 
white in Life for a combined total of 
eight national advertisements, February 
through June, 1947. Addressed directly 
to teen-age girls. Bea Friendly will 
stress the popular activities of the wear- 
ers of Friendly “Sports.” 

A complete and effective tie-in mer- 
chandising program will be offered all 
Friendly “Sports” dealers to include 
free newspaper mats and window card 
service. 


General Shoe Corporation— 
Jarman Shoe Co. Division - 


The Jarman Shoe Company’s line will 
be promoted next Spring with the 
heaviest national advertising program 
in its history—ten full-page, full-color 
ads in three leading magazines—three 
in Life, four in the Saturday Evening 
Post and three in Esquire. 

The company’s window improvement 
program for Spring, it is also an- 
nounced by Advertising Manager Steve 
H. McGaw, will include a leather, cus- 
tom display set with interchangeable 
window panels which will tie in with 
Jarman’s national ads; a_ regular, 
frosted oak display with matching 
frame and interchangeable panels; win- 
dow cards, price tickets and mounted 
re-prints of national advertisements. 
Also included in this company’s dealer 
help program are an increased number 
of radio spot announcements, full-color 
direct mailing pieces carrying the deal- 
er’s imprint, and a large interior dis- 
player designed specifically to stimu- 
late extra pair sales. 

In its business paper campaign, the 
company for the first time will include 
a series of double-page ads in its already 
sizeable schedule, using both full-color 
and black and white advertisements. 


General Shoe Corporation—KBS 
Division 


General Shoe Corporation’s Spring 
campaign for the KBS Division, in- 
cludes national advertising, shoe dis- 


[CONTINUED FROM PAGE 78] 


players and a premium plan for its 
boys’ line, and other dealer aids for its 
leading men’s line. 

For Skyrider, the boys’ line, there 
will be a two-thirds page color ad in 
Parents’ Magazine, and an exclusive 
air race premium for the young cus- 
tomers. To promote this premium, there 
will be made available to dealers a dis- 
player for counter or window use, as 
well as a series of newspaper mats. 
Also available will be a permanent in- 
terior shoe displayer, colorful Skyrider 
name plaque, window cards, price tick- 
ets and a mounted reprint of the Par- 
ents’ Magazine advertisement. 

To promote Cadillac shoes for men, 
KBS dealers will have two full-color 
window panels with maple frames as 
well as a series of window cards and 
price tickets. 


General Shoe Corporation— 
Richland-Davidson Division 


The Fortune brand of men’s shoes, 
made by the Richland-Davidson Division 
of the General Shoe Corporation is to 
be promoted next Spring by the largest 
number of full-page, full-color ads in 
national magazines ever before used in 
ang single season. Four of these will 
appear in Collier’s and three in True. 

“In addition,” this division announces, 
“Fortune will make it possible for its 
dealers to tie in with the national pro- 
gram through the medium of three- 
dimensional window panels—a deluxe 
set-up which includes two plaster figure 
panels and a blonde mahogany display, 
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The “made-by-hand" appeal, with its 
connotations of lasting quality, will 
probably spark many aa ad. 


for the larger dealers; and a regular 
series which includes four panels of a 
less expensive nature for the smaller 
dealers.” In addition, there will be 
offered a full-color direct mail piece im- 
printed with store name and address, 
a newspaper advertising mat book, re- 
prints of national ads, new window 
cards, as well as a handsome interior 
displayer and a deluxe plexiglas shoe 
displayer for window or counter use. 

Fortune’s business paper campaign 
also is being stepped up. The number 
of insertions will be increased from 6 
to 13. 

Promoting Treasure Chest shoes, the 
Richland-Davidson boys’ line, will be a 
permanent interior shoe displayer, as 
well as a one-season displayer, for 
either interior or window use. 


The Gilbert Shoe Co. 


Advertising plans of The Gilbert 
Shoe Co. for the coming season include 
cooperative newspaper advertising 
wherein the firm shares the cost with 
dealers. In connection with newspaper 
advertising Gilbert furnishes shoe mats 
and complete ad mats gratis to cus- 
tomers. 

This company also furnishes various 
folders, blotters, birthday cards and 
other dealer’s helps to customers. Fur- 
thermore, it supplies window display 
sets and counter signs without charge 
to those who wish to use them. 

As in the past the firm intends to 
continue advertising in the trade 


papers. 


Green Shoe Mfg. Co. 


The Green Shoe Mfg. Co., manufac- 
turers of the Stride-Rite shoe for chil- 
dren, will intensify its advertising and 
merchandising program for 1947. Its 
plans include the use of back covers in 
four colors in Parents’ Magazine, as 
well as additional black and white space. 
Added to this schedule will be space in 
the American Journal of Diseases of 
Children and the Journal of Pediatrics. 

This program calls for a large num- 
ber of dealer helps, many of which will 
be direct tie-ups with the national ad- 
vertising. Newspaper mats, displays 
and other material will be furnished. 


Daniel Green Company 


R. S. Lambertson, in charge of adver- 
tising for the Daniel Green Company, 
says that “for 1947 we have planned 
one of the biggest and most expensive 
advertising campaigns we have ever 
run.” 

“Starting in March,” he says, “four- 

[TURN TO PAGE 96, PLEASE] 


Boot and Shoe Recorder 





January 15, 1947 





The GUILD Sets 


A Goal for the FUTURE 


THE UNITED GUILD 


Benjamin D. Schwartz 
President of The Guild of Better Shoe Manufacturers 

The United Nations has 
set a goal for all of us! 

This goal of unity has 
been recognized by The 
Guild of Better Shoe Manu- 
facturers. We joined to- 
gether for action two years 
ago. Since then we have 
been in constant action. 

The Guild of Better Shoe 
Manufacturers was organ- 
ized to perpetuate and to 
enlarge the better shoe 
business. The Guild’s 11- 
Point Action Plan is seeing 
plenty of action. 

The Guild is small in 
number but big in stature. The Guild is fulfilling the 
high quality trust placed in its membership. It is grati- 
fying to know that we are being rewarded for our many 
years of faithful adherence to fine quality and fair prices. 

We will continue our united efforts to make the best 
shoes in the world; to set the fashion pace in footwear; 
to be on the alert for shifting style trends in apparel 
and translate them into footwear; to see that stores are 
prepared to handle fine shoes in the right manner. 

The Guild will continue to protect the interests of the 
fine shoe. We of the Guild have been entrusted with 
this great responsibility. The high standard of the fine 
shoe is a priceless possession—a rare heritage. We'll 
safeguard its present and its future. 

The Guild’s coordinated approach to buying and 
selling and c ur five-showings-yearly program have helped 
to reconstruct many shoe operations with excellent 
results. Our plan to relocate the better shoe department 
and to segregate the better shoe from lower priced foot- 
wear will further revitalize the better shoe business. 

In spite of the difficulties that confront the retail trade 
today we know that we are contributing to a healthy and 
optimistic viewpoint for the alert retailer. The close 
cooperation between the member firms of the Guild and 
the shoe retailers is on a high level. The Guild’s united 
efforts will strengthen this relationship as the years go by. 


BENJAMIN D. SCHWARTZ 
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The “Guild Shoe-Vues of 1947” showed the proper 
handling of the better shoe at the retail level; it showed 
the right way and the wrong way to sell shoes; its under- 
lying messages for retailers were carefully projected in 
the novel and dramatic “Shoe-Vue” presentation, all for 
the good of our mutual problem—the better shoe busi- 
ness. 

The Guild Warm Weather Opening the week of Janu- 
ary 6 was at a vitally important time when TOMOR- 
ROW is on everyone’s mind. We are enthusiastic and 
optimistic about that TOMORROW WITH BETTER 
SHOES. The high-quality products of Guild makers 
are selling at a steady pace in fine retail establishments, 
no matter the consumer resistance reported these days. 

It proves that fine shoes, substantiated by fine brand 
names, are prestige quality fashions that Miss and Mrs. 
America want. They understand the value of fine qual- 
ity and of a shoe produced by a top Guild creator. We 
of the Guild of Better Shoe Manufacturers will make 


every effort to have her continue to want to buy the bet- 
ter shoe. Every effort of the Guild is a united effort, 
with each member firm standing behind each unified 
action of the Guild. 


NEW YEAR RESOLUTIONS 


Kate Goldstein Kamen 
Executive Secretary, The Guild of Better Shoe Manufacturers 


I, MR. SHOE RETAIL- 
ER, AM LISTING FOUR- 
TEEN RESOLUTIONS 
FOR 1947: ‘ 

1. To take advantage of 
the great opportunities that 
lie ahead for the sale of bet- 
ter shoes. Recent sales per- 
formances have proved the 
potential. 

2. To talk up the high 
quality standards of the 
better shoes. The buyer 
awareness of top quality is 
an established fact. 

3. To stress the fact that 
shoe buying is not season- 
al, the Guild’s five-showings-yearly program with its 12- 
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You probably didn’t guess that anyone who looks so smooth could 
speak so vehemently. You underestimate her. This woman 
(look again; she may be your customer) is striking 
against poor merchandise. 


Now that there is more merchandise, she is 
going to become more selective. When she can pick and choose, you can bet 
your inventory that she'll very carefully pick and choose Better Merchandise. 


We are going into a period stronger in the selling of Branded and Better 
Merchandise than most of us have ever seen. Are you prepared for this new era? 


We at I. Miller are planning daily with our dealers to meet 


the growing trend toward Better Merchandise and more selective 


buying. We have a program of stronger representation of Better Shoes, Better 


Service, greater fashion promotion, and more effective coordination. 


“Ate. 


SK 


I. Milter Long Island City. New York 
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White suede and brown alligator com- 
bine with a suggestion of the high 
riding vamp; 28/8 heel, °4” platform. \ 
By Mackey-Starr. 





Precise white stitching and 20/8 heel 
put a red calf asymmetric sandal in 
the tailored mood for Summer suits 
and cottons. By I. Miller & Sons. 






A small stitched bow and 

vamp cutout enhance the 

neatly closed toe of a 

21/8 heel sling pump by 
M. Wolfs Sons. 


SUMMER 


smart Spring combination, 

i: and calf with foot- 
hugging vamp, 21/8 heel, 14” 
_ Zuckerman & Fox. 











A smartly striped fabric, black on white, has 
a flair for the flare of the cutaway and the 
jet glitter embroidered on the stripe of the 
revers and cuffs. A junior suit by Horwit= 
& Duberman. Photograph courtesy “Fash- 
ions of the Times,” by New York Times. 


Guild Members 


Show Styles for May and June Delivery 


| by season greater variety of styles is appear- 
ing in spite of continuing restrictions imposed by limita- 
tions in materials and skilled help. Especially is this 
true of high style lines, where manufacturers seem to be 
constantly finding ways of giving a new look to their 
shoes for the new season. In the warm weather shoes 
featured in recent openings of the Guild of Better Shoe 
Manufacturers, trends which had begun to appear in 
Fall lines have been firmly established. All the feeling 
for restraint and elegance, the fine detailing and dress- 
maker touches, which made these lines noteworthy, have 
been developed and improved upon in these shoes de- 
signed for late Spring and early Summer delivery. 


In patterns there are closed toes and open backs— 
some very open. There are also closed backs and open 
toes and all-closed or all-open shoes. There are more 
shoes with flat vamp trimmings. Dressmaker treatments 
of many kinds are stronger than ever, such as draping, 
piping, underlays, scalloping, contrast stitching, com- 
binations of two leather surfaces or a fabric—such as 
satin—with leather—such as suede. Jewels are used to 
a limited extent.’ Glitter is not prominent, except in 




















by ELEANOR RUTLEDGE 


Matching calf accents red 
lizard; 26/8 heel, 4%" platform. 
From Cangemi, Inc. 









Low swathed hip drapery accentuates 
the long lean torso and sleeves are 
tapered from the deep rounded arm 
hole of Herbert Sondheim’s Spring 
dress of Forstmann’s navy wool crepe. 
Veiled hat by John-Frederic. 


Restraint and Elegance, Ex- 
pressed in Simplicity of De- 
sign and Fine Detailing, 


Characterize the Warm 

Weather Lines Shown by 

the Guild of Better Shoe 
Manufacturers. 


A shining new combination. 
22/8 heel and bow of black 
satin with patent. Van Arden. 






“Open-closed toe,” multi-col- 
ored jewels on black, %” plat- 
form, 26/8 heel. Morris W olock 


The shank is closed, the heei 
completely bare, with ankle 
strap crossed in front; black 
patent, 23/8 heel. John Marino. 





























Shoe Drawings 
by M. Allon Wright 


evening shoes. Color contrasts are good, 
especially in restrained uses such as a fine 
piping of tan on white or white on navy or 
perhaps red on black. In silhouettes the in- 
terest in asymmetric effects continues, in 
very open patterns especially. Pumps and 
sandals are the most popular patterns as is 
to be expected. 


Two groups of shoes were featured in the 
Guild’s recent showings—white shoes for 
delivery in May and dark shoes for June 
delivery. In the first group, dressy white 
shoes are combined with color in discreet 
touches which give character to these shoes 
and make them wearable with more types 
Sell them with that 


thought in mind. Some smart women may 


of Summer clothes. 


even considers them for wear in town with 
light colors. All women will feel that the 
touch of color on vamp, vamp trimming, 


quarter, platform or heel, makes the shoe 
[TURN TO PAGE 140, PLEASE] 


Ladylike blue pump, its daintily 
scalloped 
white; 21/8 heel. From Fox 


throat piped with 
















Shoe Mfg. Corp. 












The draped 
blue suede, on ‘%" platform 
and 23/8 heel. Customcraft by 

Schwartz & Benjamin. 


“Carmen,” softly 





Scalloped and perforated blach 
patent teamed with red kid 
skin, an unusual sandal with 
3/16” red platform and 22/8 

patent heel. By Jerro Bros. 


The elements of the closed shoe 
and the platform sandal mixed 
to make a unique and elegant 
black suede shoe, on 27/8 heel 
and braidtrimmed one-inch 
platform. Ry Setroy, Inc. 


Black satin trims the cutout 
vamp and covers the 4" plat- 
form of this black suede sling 
on 21/8 heel by Palter DeLiso. 
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The Guild Sets a Goal 
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month production and delivery schedule has eliminated 
seasons. 

4. To make the most of the vitally important fact that 
the better shoe sells in towns and cities, no matter what 
their size. Women are the same fundamentally, no mat- 
ter where they live. Their needs vary very little. 

5. To do your best with the fine brand name. It stands 
for integrity and prestige. It is your protection and 
your customers’ protection. 

6. To realize that top quality shoes and top quality 
makers will give your shoe business a long lease on life. 
In that competitive tomorrow, the names of top quality 
makers are buying incentives. 

7. To recognize the sense of loyalty in most human 
beings. Women remember stores that give the utmost 
in fashion, quality, brands and service. 

8. To be fully prepared to handle the better shoe. 
Selling the better shoe is an individual operation that 
pays extra special dividends. 

9. To train sales staffs to sell the better shoe. Pointers 
about the better shoe are numerous. They readily sway 
a purchaser. 

10. To continue to realize the worth of the fine shoe— 
the high standard materials used, the master craftsman- 
ship and the superior styling. 
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11. To coordinate the sale of the better shoe with the 
sale of better accessories. Plus sales are enjoyed by 
many stores that make an effort at coordination. 

12. To be fully aware of the fact that the American 
woman has proved her interest in the better shoe—her 
appreciation of the better—her desire to own and wear 
the better shoe. 

13. To continue educating the consumer that the bet- 
ter shoe is the greatest value in her entire ensemble. The 
ae between the cost of her shoes and her gar- 
meut&> < ording to recent surveys, is valuable “selling” 
data. 

14. To give more attention to the display, promotion 
and publicity of the better shoe. Women are all eyes 
and ears for the effective promotion job. 





One day a sportsman in Austria made himself a pair 
of ski boots. His women admirers liked them so much. 
they, too, wanted some. Eventually the man came te- 
Los Angeles. From his boot inspired by an Indian 
mocassin came first 30 pairs of shoes a day, then more 
and more until today he turns out 1200 pairs a day in 
Los Angeles, and 1000 pairs in a factory in the East. 
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ees Opportunity for U. S. Shoes 





In Europe 


William F. Mott talks over his 13,000- 
mile European trip with Boot and 
Shoe Recorder's Research Editor, 
Owen A. Thomas, following his return. 


Industry Executive, Just Back from England and the 

Continent, Is Also Convinced That Per Capita Con- 

sumption Could Be Increased Among Women Abroad 
by Introduction of More Style 


THAT at some time in the not-too-distant future there 
will open up to American manufacturers of women’s 
shoes an almost unparalleled opportunity to sell their 
merchandise in the markets of Western Europe; and 
that the opportunity also will present itself for manu- 
facturers abroad to develop lines and styles which will 
increase the per capita consumption of footwear in that 
part of the world, is the conviction of William F. Mott, 
manager of the Darex Division of the Dewey & Almy 
Chemical Co., of Cambridge, Mass.—a conviction ar- 
rived at during a tour of England and the Continent 
from which he has recently returned. 

Traveling more than 13,000 miles in six weeks and 
three days, and using planes, trains and autos, Mr. Mott 
visited shoe manufacturing centers not only in England, 
but also in Norway, Sweden, Denmark, Holland, Bel- 
gium, France and Switzerland. 

His general conclusion based on a study of the needs 
of the peoples of those countries and the means cur- 
rently being employed to satisfy those needs, is that, 
while the opportunities outlined above are very real, 
they cannot be made to pay dividends, in the case of 
American manufacturers, until it is realized that Europe 
cannot be made the dumping ground for poorly-made 
footwear or for the factory-reject type of merchandise; 
or, in the case of the European manufacturers, until 
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they alter their factory set-ups and rid themselves of 
habits of thought which are at variance with the real 
facts. Also, Mr. Mott comments, “Export opportunities 
in this country must wait until economic conditions per- 
mit European countries to acquire the dollar exchange 
needed to finance their end of the bargain.” 

Discussing these factors more in detail, Mr. Mott 
pointed out that even should the necessary foreign ex- 
change be available to these shoe-hungry countries, “It 
would be an indictment of our entire industry were there 
to be many repetitions of the action taken by at least one 
American manufacturer in shipping abroad a large lot 
of children’s stitchdowns of such poor quality and 
workmanship that the service they gave was negligible. 
I saw some of these shoes and was forced to the conclu- 
sion that the manufacturer in question was more inter- 
ested in a quick profit than in a permanent market. It 
would be very unfortunate were the people of Western 
Europe to get the idea that shoes like those are typical 
of what may be expected from this country.” 

Mr. Mott was not slow to avail himself of the oppor- 
tunity to study manufacturing techniques and the end 
results. 

“Factories in the countries which I visited,” he said, 
“with few exceptions, were geared up to produce shoes 

[TURN TO PAGE 114, PLEASE] 
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“High heel strain” 
means extra profit for you 


SELL RELIEF 
THE EASY TRIMFOOT WAY 


Women who wear high style shoes often suffer from 

“high heel strain.” They welcome effective relief, 

and when they find that Trimfoot Appliances give them the 
foot comfort they've been looking for, they'll come 

back again and again to the store that sells Trimfoot. 


These appliances fit unobtrusively into the daintiest 

shoes. They'll make sales for you by making shoes feel 

better. They make odd-size feet easier to fit. 

And they minimize the returns that occur when 
customers blame foot aches and pains on the shoes. . 

That means extra profit for you — more 

money for your salesmen. 


The Trimfoot Man— you'll recognize him by the dollar bill 
in his breast pocket — will show you and your 

salesmen how to recognize “high heel strain” 

..and how to cash in on real relief. Write to 

Trimfoot today and ask him to ca 





“APPLIANCE PRODUCTS DIVISION 


TRIMFOOT COMPANY - TRIMFOOT TERRACE - FARMINGTON, MO. 
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GREETING: 
And SEATING 


Chapter Two in a Series of Simple Les- 
sons on the Fundamental Requirements 
for More Successfull Shoe Selling 


by EDWARD ROSE 


N OW then, dear public, composed mostly of shoe sales- 
men who aspire to rise to the heights of shoedom, let us 
continue on that path that will lead us ever onward and 
upward. Let us give a little study to this business of 
talking to the customer. 

The customer walks into the store and is coming to- 
ward you. What do you do? What was that again? 
Please say it louder so the whole class can hear you. 
Smile. That's right. Smile! And you have practiced 
smiling before your mirror at least once each day? 
You have? Mr. Terhune, give that bright young man 
ten years’ free subscription to Boor AND SHOE Re- 
CORDER. 

You have advanced to meet the customer. You have 
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turned on that beautiful, radiant smile of yours. Then 
you say simply, “Hello” or “How do you do?” A very 
simple greeting always. If you know the customer's 
name, so much the better. Then you can say, “Good 
morning, Mrs. Fertl.” If you know the name, be sure 
to mention it. There is no sound so sweet to a person 
as her name on someone’s tongue. If you dont know 
your customer’s name, it will pay you to take the time 
and trouble to learn it and memorize it so that she will 
know that you know her and appreciate her as a cus- 
tomer when she visits your store next time and you greet 
her by name. Always give with the name. She will love 
you for it, especially if you are the dark, masculine 
type. 

This “How do you do” or “Good morning” greeting 
is something of a sparring opening. Along with the 
beautiful smile that you radiate, it tells madame how 
pleased you are to see her. 

You don’t say, “Is there soemthing I can do for you? 

You never ask, “Is there something you wish for?” 

You certainly don’t ask foolishly, “Did you wish to 
buy a pair of shoes?” 

You’re too smart for that. You're only greeting a cus- 
tomer. You're not trying to shove a pair of shoes down 
her throat. At least you must give the impression that 
you're not. 

Having passed through the greeting-and-seating pe- 
riod, you come to the part that calls for some common 
sense and more tact, the question and answer period. 
It is up to you to find out exactly or as nearly exactly 
as possible what the customer wants. To do this you 
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* will use that wonderful means of communication, the 


English language. Unfortunately for us salesmen, the 
people who use the English language think it even more 
wonderful than it is for they think that the person to 
whom they are talking can understand not only every 
word that they say or mumble, but also every thought 
that goes with their few spoken words. 

Have you ever had this happen to you? 

Mr. Fertl comes gaily into the store. “I want a pair 
of workshoes.” 

You go way out to the back of the store and conte 
back with a couple pairs of workshoes in Mr. Fertl’s 
size. 

“Oh, I wanted a low workshoe,” says Mr. Fertil. 

Another trip to the back room and you come out 
with a low workshoe mumbling to yourself about people 
who don’t talk enough. 

“Yes, but I can’t use a brown shoe on my job.” Mr. 
Fertl again, spreading joy over the face of the earth. 
“I have to have black.” 

So we start off on another expedition to the back 
room, our feet are tired, other customers are waiting 
their turn glancing at the door, impatiently wondering 
if they ought to walk out or not. We come back mut- 
tering our opinion of Mr. Fertl and other low-mentality 
types. [TURN TO PAGE 110, PLEASE] 
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Shoe Promotion Plans for 1947 


color advertisements will appear in the 
Ladies’ Home Journal, Good Housekeep- 
ing, McCall's, Vogue, Glamour and Sev- 
enteen.” These, he reports, will be sup- 
plemented by a business paper cam- 
paign and extensive dealer helps. 


Heywood Boot & Shoe Co. 

Edward A. Fargo, Jr., vice-president 
of Heywood Boot & Shoe Co., an- 
pounces that Matrix Shoes for Men will 
be advertised in Esquire, Newsweek, 
New York Times and through a co- 
operative advertising schedule. Hey- 
wood will also advertise to the trade 
through Boot AND SHOE RECORDER and 
Coast Shoe Reporter. An extensive as- 
sortment of window cards, counter dis- 
plays and other dealer helps will be 
supplied to retailers. 








International Shoe Company— 
Friedman-Shelby Branch 


Both the RED GOOSE and the John C. 
Roberts Spring 1947 national advertis- 
ing campaigns will be new and differ- 
ent. The RED GOOSE campaign will 
reach the millions of buyers of juvenile 
shoes who regularly read selected na- 
tional publications with a combined cir- 
culation of almost twenty million. The 
RED GOOSE campaign for Spring, 
1947, will have more ads with more 
color in more magazines. Magazines se- 
lected include general magazines, moth- 
ers’ magazines, teen age magazines and 
rural magazines. RED GOOSE ads will 
appear in full color in Life, Look, Par- 
ents’, Ladies Home Journal, Good 
Housekeeping, Calling All Girls, Coun- 
try Gentleman and Progressive Farmer. 

Many other advertising and promo- 
tional services will be made available 
to RED GOOSE dealers. They will in- 
clude a complete newspaper matrix ser- 
vice with special ready-to-run mats for 
those dealers who wish to tie in their 
local advertising with the national cam- 
paign. Transcribed RED GOOSE radio 
spot announcements are supplied free 
of charge upon request. 

The John C. Roberts campaign for 
Spring, 1947, is new and different. 
More than 22 million sales messages 
will appear in the magazines that men 
read and believe in. Ads in full color 
are scheduled to appear in Esquire, 
Life, Look, Collier’s and Saturday Eve- 
ning Post. Just as in the RED GOOSE 
line, Friedman-Shelby is going all out 
by supplying an array of materials to 
supplement the national advertising for 
the John C. Roberts shoe for men. 


International Shoe Company— 
Roberts, Johnson & Rand Division 


Rand Shoes for Men will be featured 
in: Esquire, Life, Post, Look and Col- 
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lier’s. Half page-two color ads will be 
taken in the last four and full page, 
four colors in Esquire. 

Poll Parrot Children’s Shoes will be 
advertised in Ladies’ Home Journal, 
Good Housekeeping, Parents’ and Look, 
four color half-page or 2/3 page ads; 
Life two color half page ads; Country 
Gentlemen and Progressive Farmer, 
half-page, one color ads. 

Trim Tred Shoes for Women will be 
featured in 2/3 page ads, two colors in 
Glamour, Charm and Mademoiselle. 

The company will carry the usual 
trade-paper program in leading shoe 
and department store publications. 
These schedules represent the Spring 
programs. 


International Shoe Company— 
Queen Quality Division 


Queen Quality’s program for the first 
half of 1947 will be about on the same 
basis as it was in 1946. During this 
year the following magazines were used: 
Life, Woman’s Home Companion, Made- 
moiselle, and Vogue. The latter part of 
1947 the company plans on increasing 
this schedule, and will also continue 
cooperating on advertising in news- 
papers, radio, window displays, mailing 
pieces, etc. 


International Shoe Company— 
Winthrop Division 


Winthrop national advertising was in- 
creased in 1946 and will again be in- 
creased in 1947. The magazines used 
are: Life, Saturday Evening Post, Col- 
lier’s, and Esquire and Pic. There will 
be no new magazines added for 1947, 
but more ads will be scheduled in an 
aggressive men’s program. Winthrop 
cooperates on all accounts on a fifty- 
fifty basis on newspaper and radio ad- 











custom sahen tecend flees 





The ad based on the very current needs 
of the season or holiday is particularly 
effective in the high quality lines. 


vertising and also has an elaborate plan 
for window backgrounds, window dis- 
plays, fixtures, cards, etc. 


International Shoe Company— 
Vitality Shoe Co. Division 


In 1946 Vitality spent large amounts 
for national advertising of its trade 
marked line of women’s shoes. In 1947 
the amount will be increased and the 
company is also materially increasing 
its national advertising on Vitality 
children’s shoes. The firm will continue 
to cooperate with accounts on a fifty- 
fifty basis on their newspaper and radio 
advertising, and will continue to furnish 
a complete assortment of tie-in mate- 
rial, such as window displays, news- 
paper ads, folders, mailing pieces, etc. 
The present advertising schedule is in 
the following magazines: Mademoiselle, 
Parents’, Ladies’ Home Journal, Life, 





Seventeen, Good Housekeeping, and 
Cosmopolitan. 

Johnson, Stephens & Shinkle 

Shoe Co. 


Johnson, Stephens & Shinkle Shoe 
Co. again have a very comprehensive 
advertising program planned for this 
Spring season and Rhythm Step shoes 
will again be advertised in the leading 
fashion and service magazines. The 
first Spring ads will appear in the 
February issues and will carry on each 
month through the month of June. 

Ray Hunnius states that other ad- 
vertising helps will again be furnished 
dealers as in the past, such as window 
displays, counter cards, mailing bro- 
chures, prepared newspaper copy and 
radio scripts. 





Julian & Kokenge Co. 


From the Julian & Kokenge Company 
comes word that next Spring’s promo- 
tion of its Foot Saver shoes for womeyp 
will include largely increased space and 
insertions in national magazines. This 
increase, the company reports, will be 
50 per cent above last year. Dealer 
helps and point-of-sale display mate- 
rial will also be greatly increased as 
will dealer newspaper mat material, 
direct mail and other local advertising 
assistance. 


George E. Keith Company 

D. E. Alexander, advertising mana- 
ger of the George E. Keith Company, 
writes that advertising to promote the 
sale of the company’s Walk-Over line 
during the Spring season will appear 
in Life, Collier’s, Esquire, Woman’s 
Home Companion, Ladies’ Home Jour- 
nal, Harper’s Bazaar and Vogue. In 
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IN THE SMARTEST SPECIALTY SHOPS... 
MOHAWK is the DECORATIVE speciaity! 





Martha Dean Dress Shop, Beverly Hills, California 


HERE’S WHY IT’LL. PAY YOU Sn cee eee 
to specify MOHAWK “Praffe- “Pred CARPETS! 


If your establishment has well-traveled, highly visible floor spaces—you 
need carpets that are both durable and beautiful. Mohawk Carpets are made 
for heavy-trafiic locations; they give you these two important advantages: 


Extra Carpet WEAR— “Balance-constructed,” 

@ they make re-carpeting jobs few and far between! 
Here’s the Mohawk “Five Point” Star of bal- 
anced construction: 


1x Wool Blend 2a Extra Carpet BEAUTY— Mohawk color 
2x Pitch and patterns blend with your fixtures and 
3k Rows per Inch furnishings—for Mohawk has had years 
4xikk Yarn Size of experience in applying the right carpet 
Sirttrick Pile Height for each need! 


So SEE YOUR MOHAWK CONTRACT DEALER if you're planning 
to re-carpet! Write or wire for the name of nearest dealer 


MOHAWK CARPET MILLS, INC., 295 FIFTH AVENUE, NEW YORK 
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addition to this the company plans to 
use regular space in the Christian 
Science Monitor and the Daily For- 
ward. 

“As usual,” Mr. Alexander says, “our 
dealer help material will be the best 
we can prepare.” 

Rounding out the Spring promotion 
will be a business paper campaign in 
which five publications will be used 
regularly and two others at irregular 
intervals. 


1. B. Kleinert Rubber Co. 


Kleinert’s footwear advertising plans 
include increased overall advertising in 
1947, both for trade and national media. 

The space in the newspapers will de- 
pend entirely on promotional efforts 
* on the part of retail customers in sup- 
port of national advertising. 

Personal contact with retailers has 
been an important part of our selling 
program and will continue to be, The 
same applies to dealer helps. 

The firm does not intend to resume 
the practice of publishing catalogs. 


The Krippendorf-Dittmann Co. 


In the Fall season of 1946 the com- 
pany advertised Foot Rest shoes in 
Vogue, Good Housekeeping, Ladies’ 
Home Journal, Woman’s Home Com- 
panion, Good Housekeeping, Mademoi- 
selle, and in The Instructor and The 
Grade Teacher, two publications that go 
to school teachers. Ads will continue to 
appear in these magazines on the Spring 
and Summer season of 1947. 

Each Spring and Summer season the 
firm sends out to dealers a copy of its 
ads mounted in easel form that are 
gotten out by the publications men- 
tioned above. Customers and prospect 
list also receive a reprint of these maga- 
zine ads. These reprints are mailed 
about the time the magazine appears 
on the news stands. 

Ads in the trade papers are confined 
to Boor AND SHOE RECORDER and to the 
Coast Shoe Reporter. 


Lockwedge Shoe Corporation 

The Lockwedge Shoe Corporation of 
America, makers of the Dr. M. W. 
Locke shoes for women, announces that 
“a 50 per cent increase in advertising 
of Dr. Locke shoes for women, will be 
placed in national magazines for the 
Spring, 1947, season. An increase of 
large proportion in local, dealer adver- 
tising assistance is also planned. This 
will be in the form of window and in- 
terior display material, newspaper 
mats and copy, radio spots, direct mail 
and other types of store promotion.” 


” 


Monogram Footwear, Inc. 


Achie Bregman, president wf the 
Monogram Slipper Company, manufac- 
turers of the Risque line, plans to con- 
tinue along this firm’s regular adver- 
tising program and will, in all proba- 
bility, he says, increase the dealer help 
program insofar as closer promotion 
and mat service are concerned. In the 
field of’ national advertising, Mr. Breg- 
man reports, “We have committed our- 
selves to full-page ads in Charm, Glam- 
our and Seventeen for the first six 
months of 1947.” 


Moulton-Bartley, Inc. 


Following their usual policy, Moul- 
ton-Bartley, Inc., will make extensive 
use of shoe trade publications in their 
1947 advertising. “We feel this is the 
time to do things wisely, not necessarily 
to increase or decrease our activity,” 
says Jim Legg, sales manager. 


Nunn-Bush Shoe Company 


Walter Fanning, advertising mana- 
ger of the Nunn-Bush Shoe Company, 
says that plans for next Spring include 
the continued use of “substantial ad- 
vertising schedules in Saturday Evening 
Post, Collier’s, Life, Esquire, American 
Legion Magazine and Pic.” Use of 
business publications also will be con- 
tinued. 

“Nunn-Bush dealer helps for Spring,” 
he reports, “will include a very attrac- 
tive three-dimensional window panel 
service consisting of a large rock maple 
frame and a series of six panel in- 
serts.” 


O'Donnell Shoe Corporation 


The O’Donnell Shoe Corporation, 
Humboldt, Tennessee, manufacturers 
of Propr-Bilt Children’s Shoes, an- 
nounce an intensive campaign this 
Spring, emphasizing their trade marked 
feature “Balanced Posture,” through 
the media of National Consumer Maga- 
zines, Medical Journals, Radio, News- 
paper, and Direct Mail. 

Increased promotion through trade 
papers will be followed by such dealer 
aids as displays, mats, radio transcrip- 
tions, mail inserts, and will feature a 
recorded sales training program for 
dealer personnel. 

This new sales training program will 
be intensified in line with the good 
response shown by 1947 tests. 


Lester Pincus Shoe Corporation 


The promotion and advertising plans 
of the Lester Pincus Shoe Corp. for 
1947 have several phases. Lester Pincus 
Originals will be advertised, as in pas* 


years, in trade and consumer publica- 
tions, with nationwide and foreign 
readership. 

Teen-age shoes carried by the firm 
will be promoted in page ads in Calling 
All Girls, Seventeen, and other maga- 
zines reaching this market. 

Le Danne Originals will continue to 
be advertised in large space units in 
the trade publications. Promotion will 
be continued in Vogue and Harper’s 
Bazaar in full-page ads. 

Other plans for the new year include 
enlarging the sales staff throughout the 
country. They also include establish- 
ment of branch offices in other cities 
besides those in Los Angeles, Chicago, 
and St. Louis. At the present time, the 
firm is considering appointments of 
sales representatives in Europe. 


Dr. A. Posner Shoes, Inc. 


Dr. A. Posner Shoes, Inc., will be 
among the leaders in the juvenile quali- 
ty shoe field in national and trade paper 
advertising. Full page ads in four color 
will appear in the March issues of Good 
Housekeeping and Parents’ Magazine; 
also black and white two-column ad- 
vertisements in Parents’ Magazine, 
Ladies’ Home Journal, Child Life and 
Seventeen. 

Trade paper advertising will include 
Boot AND SHOE RECORDER, Coast Shoe 
Reporter, Women’s Wear Daily, Foot- 
wear News and Infants’ & Children’s 
Wear which will be used consistently 
each month. 

A new improved newspaper mat ser- 
vice book will be available as well as 
price tickets, and display cards and units, 
which will tie in the national campaign 
with local dealer promotion. “Body Bal- 
ance” and “Ritestart” folders will be 
imprinted with dealers’ names. There 
will also be available birthday cards, 
comic books, and balloons with the deal- 
er’s name so that he can promote good 
will among his young customers. 


Samuels Shoe Company 


De Liso Debs will again advertise na- 
tionally this Fall in the leading fashion 
publications, and will feature several 
new styles. As usual, this publicity 
will be backed by dealer advertising and 
displays, plus selective advertising in 
trade magazines. 


Selby Shoe Company 

The Selby Shoe Company, through 
Advertising Manager W. E. Lawson, 
announces an extensive advertising 
campaign for Spring which includes 25 
full-page, four-color bleed pages in 
Ladies’ Home Journal, Woman’s Home 
Companion, Vogue, Harper’s Bazaar, 
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Sales of Independent Shoe Stores 


Compiled by U. S. Department of Commerce, Bureau 
of the Census 


November, 1946 
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Dealers everywhere say the exclusive 
“Fit With a Future” of PLAY-POISE 
shoes pulls customers in and pushes 
profits up. Nationally advertised in 
GOOD HOUSEKEEPING, PARENTS’ 
and THE JOURNAL OF BONE 
AND JOINT SURGERY. 
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130,751 in November 1945 and $12,798,525 in October 1946. 
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At home in Minneapolis with his Boot and Shoe Recorder, ; > THE FIT WITH A FUTURE 
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resentative of the Clinic Division of Juvenile Shoe Corpor- 
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McCall's, Good Housekeeping, Madem- 
oiselle, Charm and Seventeen—with a 
total net paid circulation of more than 
35,000,000. All ads will utilize four- 
color process plates, according to Mr. 
Lawson. Most plates, he says, will be 
made from original kodachromes, the 
photography to be done by John Raw!l- 
ings, a top fashion photographer. The 
foreign market will be reached by a 
monthly schedule in the Spanish edition 
of Reader's Digest, the circulation of 
which is largely concentrated in South 
American countries. 

In addition to this national advertis- 
ing, Mr. Lawson asserts, there will be 
a consistent business paper campaign. 

Furthermore, all Selby brands—Arch 
Preserver, Ground Gripper, Cantilever, 
Tru-Poise, Styl-Eez, Physical Culture 
and Easy Goer—will be backed up with 
window display material, posters, win- 
dow cards, plagues and direct mail. 





J. P. Smith Shoe Company 


The J. P. Smith Shoe Company will 
increase their advertising modestly dur- 
ing 1947, depending largely on produc- 
tion developments. Although no new 
national media will be added to 1947 
advertising schedules, newspaper linage 
is expected to show an increase. Men- 
tion of prices will be omitted from na- 
tional advertising for the first half of 
1947—“to quote prices during the 
present chaotic period would be court- 
ing trouble.” 

“We have all our plans made for re- 
suming distribution of catulogs,” says 
Marshall B.*Cutler, “the minute we can 
make enough shoes to warrant the 
move. Our guess is that we will not 
publish any catalogs in 1947.” 





Stacy-Adams Company 


A representative of the Stacy-Adams 
Company reports that this company 
“will conduct an aggressive, hard-hit- 
ting national advertising campaign in 
class magazines the moment they can 
back it up with production and stocked 
shelves at regular Stacy-Adams out- 
lets. Until that time, which probably 
applies throughout the Spring of 1947, 
they will continue their institutional 
program in national class magazines.” 

Also to be offered this coming Spring, 
it is announced, is “a strong program 
of newspaper mat and data service and 
other point-of-sale help. This program 
will be strengthened and coordinated 
with the national advertising program 
when that step can be taken safely.” 





Stone-Tarlow Co., Inc. 


A list of consumer publications more 
than three times as large as that used 
in 1946, will be used in 1947 by Stone- 


Tarlow, Inc., to promote the sale of 
“Elevators.” The list includes: Satur- 
day Evening Post, Life, Esquire, Col- 
lier’s, Woman’s Home Companion, Mc- 
Call’s, True, Pic, Popular Mechanics, 
Popular Science, Field and Stream, 
Sports Afield, Look, Ebony, American 
Weekly, Sport, Adventure, All Story, 
Big Book Western, Black Mast, Detec- 
tive Tales, Dime Mystery, Dime West- 
ern, Love Book Magazine, Love Novels, 
Love Short Story, New Love, New 
Western, Railroad Magazine, Range 
Land Romances, Romance, Star West- 
ern, and Ten-Story Western. In addi- 
tion, there will be newspaper publicity 
and radio campaigns. 

Dealer helps include a sales manual, 
fluorescent and laminated signs, tag 
booklets, advertising matches, traveling 
display units, dealer mats, envelope en- 
closures and recordings which can be 
used for spot radio announcements by 
loca! stations. 

There will be, too, an extensive busi- 
ness paper campaign. 





E. E. Taylor Corporation 

E. E. Taylor Corporation advertis- 
ing program for the Spring will con- 
sist of advertisements on the Taylor- 
Made shoe in the following national 
magazines: Collier’s, Saturday Evening 
Post, Time, Esquire, Newsweek. 

National Advertisements on The Tay- 
lored Moccasins will be in color in 
Newsweek, Holiday and Esquire. 

Dealer helps of all kinds will be 
furnished to customers: posters, win- 
dow-cards, name signs, price tickets 
and newspaper mats. 

Trade paper advertising will be con- 
sistently maintained in the following 
publications: Boot AND SHOE RECORDER, 
Footwear News, Apparel Arts, Men’s 
Wear, Coast Shoe Reporter. 





Tober-Saifer Shoe Company 


The Tober-Saifer Shoe Company has 
made plans to make 1947 the greatest 
year in their history. They have allot- 
ted a considerable increase for all types 
of advertising, including national ads, 
trade paper advertising and dealer local 
display. More space will be used in 
magazines such as Harper’s Bazaar, 
Vogue, Seventeen, Junior Bazaar, 
Glamour and Charm than ever before. 

A more comprehensive newspaper ad 
campaign is being planned for dealers; 
more point-of-sale display material, 
more dealer helps of every type are 
being offered to all accounts. 





Trimfoot Company 


National advertising on Trimfoot 
Baby Deer Shoes and Pre-School Shoes 
will hit another new high in 1947. As 





in the past, schedules will run level the 
year round to sell size changes at the 
time they are needed regardless of sea- 
son. Consumer magazines going to ex- 
pectant mothers and new mothers as 
well as to mothers of older children give 
coverage from crib to school days. Good 
Housekeeping has also been added to 
highspot infants’ gift sales. Appeals 
of proven high readership are being 
continued and perfected. Three trade 
papers wil] be used in addition to Boot 
AND SHOE RECORDER. 

Tie-in promotional material will be 
available to dealers, including a new 
display of unusual appeal and utility. 
The extensively used mat service will be 
augmented. 





Wohl Shoe Company 


Wohl Shoe Company’s national maga- 
zine advertising for spring, 1947 will 
top all previous schedules. Eighteen 
mass and @lass magazines will carry 
thirty full pages in black and white and 
color on Marquise, Jacqueline, Connie, 
Natural Poise and Parish Fashion 
Shoes. 

Boot AND SHOE RECORDER and Wo- 
men’s Wear Daily will head the trade 
publications to be employed. Merchan- 
dising helps to dealers include reprints, 
mounted counter cards, and giant dis- 
play poster blowups of magazine ads. 

Again, Wohl Shoe Company is fur- 
nishing a complete newspaper mat ser- 
vice to dealers and cooperating on the 
newspaper space cost. Radio trans- 
criptions are also being prepared for 
spring. 


E. T. Wright & Company 


The basic theme of E. T. Wright & 
Co. advertising will continue to stress 
the distinctive styling of Wright Arch 
Preserver Shoes which is combined with 
the special comfort features. The illus- 
trations will show men active in business 
and sports, and in each advertisement 
a large photograph of a shoe will be 
placed in the focal point. The interest 
copy will be in rhymes to which will be 
added factual copy. E 

Esquire will be used in four colors, 
full bleed pages, Newsweek and Time 
magazines will be used in black and 
white, two-thirds pages. The opening 
advertisement will appear in early Feb- 
ruary and the closing advertisement in 
June. 

During the Spring months there also 
will be a campaign consisting of weekly 
advertisements in the New York Herald- 
Tribune and the World-Telegram. These 
advertisements will follow very closely 
the layout and copy used in the national 
advertisements. This campaign is spon- 
sored by the Association of Wright Arch 
Preserver dealers in Metropolitan New 
York. 

A full and complete set of retail dealer 
tie-ins is now being completed which | 
will consist of window displays, news- 
paper advertising and direct mail. 
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We are flattered by our many imita- 
tors but do not be deceived. These 
are the only GENUINE “Burns Cu- 
boids” and are the ones that you see 
advertised in 


e JOURNAL A.M.A. 


More than 100,000 doctors are reading about 
these unique, metal-free, featherweight foot com- 
fort appliances every month in their own magazine. 


e HYGEIA 


Twelve full pages, in four colors, will appear dur- 
ing 1947 in this Medical Publication which is read 
by millions of patients in doctor's offices. 


Also advertised in 


¢ Good Housekeeping 
¢ Woman's Home Companion 
¢ Ladies’ Home Journal 


And over the signatures of more than 200 shoe 
and department stores throughout the nation. 
Cash in on this tremendous publicity, by handling 
Burns Cuboids in your city. Accept no SUBSTI- 
TUTE. DEMAND Burns Cuboids. 


BURNS CUBOID COMPANY 


Santa Ana California 

















RECORDER SURVEY OF CURRENT CONDITIONS IN SHOEMAKING CENTERS 


Mernapicteriing mi Markets 


Boston 


CAUTION insofar as future commitments are concerned 
is still the rule in New England’s wholesale market. Manu- 
facturers of men’s shoes, in particular, are contracting for 
leather almost on a week-to-week basis with the result that, 
while tanners report fair total volume, this volume is di- 
vided up into a large number of small orders. The same 
tanners report that leather of the weight used in women’s 
shoes is selling in larger unit quantities and that calf 
leather of that weight is much in demand. 

The trend in orders booked by both shoe and leather in- 
dustries in Massachusetts continues to be downward as 
measured by the Associated Industries of Massachusetts. 
Following the peak established in October of last year, 
there was a drop of more than 21 per cent in November. 
This November, 1946, level, low though it was, neverthe- 
less was about 29 per cent higher than in the same month 
of 1945. 

In the meantime, cancellations of orders placed long ago 
for types of shoes not now wanted or for quantities which 
it is no longer safe for the merchant to carry, continue to 
plague the industry and have made timely the resumption 
of one of the pre-war activities of the New England Shoe 
and Leather Association—that carried on by the Customer 
Adjustment Bureau under the management of William F. 
Gaffney. 

Organized to combat the evils of unjustified cancellations, 
the work of this bureau is divided into two parts—an im- 
partial inspection service by which is determined whether 
or not claimed defects actually exist; and an arbitration 
service which the bureau recommends for all cases where 
there is an honest difference of opinion as to the merits of 
any return or cancellation. In many cases, at the request of 
both parties, Mr. Gaffney has acted as the sole or neutral 


arbitrator. 
St. Louis 


THE slowly receding hide market probably will have little 
effect on the price of shoes retailing at $15 and under, 
several manufacturers here have said, unless the market 
moves considerably below its present level. 

This lack of effect on prices, manufacturers point out, is 
due principally to the fact wholesale shoe prices since de- 
control have been considerably below the level of hide prices 
when viewed on a comparative basis, and that only recently 
has this variance begun to equalize. 

Another important factor which shoe men cite is that 
finished leathers from tanners have not come down in pro- 
portion to hides. And with tanners in a good strategic posi- 
tion because of the continued heavy demand for hides. the 
industry does not anticipate an immediate drop in Icathers. 


102 


In contrast to their views on moderate priced shoes, how- 
ever, some producers have predicted that shoes in the $30, 
$40 and $50 class, such as alligator and other expensive 
types, will move down considerably during 1947. 

The development of this trend, however, is explained as 
coming from retailers, who are educating the public to 
lower-priced shoes in the high brackets by clearances they 
have been forced into to move out overstocked shelves. 

But topping all causes, manufacturers agree, fur lower 
prices in the higher brackets is the growing consumer re- 
sistance. 


Chicago 


Wirn the coming of a new year, new wage adjustments 
may be made in this area, bringing with them new 
adjustments in the price of footwear. As we go to press the 
Shoe Workers Union has siated a meeting with the Chicago 
Shoe Manufacturers Association at which increased pay 
rates will form the chief subject for discussion. In this im- 
mediate area, that is, in neighboring states such as Indiana 
and Wisconsin, certain shoe factories have already granted 
hourly increases of 9c. and 10c. The local union talks of a 
20c. increase, but as in other negotiations, what is asked 
and what is granted are often considerably separated. How- 
ever, the general opinion is that at least a 10c. increase will 
be won by the workers. 

In the main, deliveries are very much improved. The 
retailer is getting a steadier flow of merchandise, and retail 
business continues good. Reputable shoe manufacturers are 
very price-conscious, and no one of them appears to be rais- 
ing prices beyond what he feels is necessary for a fair re- 
turn on his product. They all make the point that through- 
out the war years the shoe industry was given no “relief” 
to speak of, but was held to prices that were definitely un- 
profitable. Therefore, when ceilings were lifted, prices on 
shoes seemed to zoom out of proportion. Had the increases 
been made gradually, the public would not have been so 
aware of higher costs. Manufacturers feel that it is the 
suddenness of the increases rather than the proportion of 
them that has made the public resentful. And yet the vari- 
ous phases of shoemaking (tanner, manufacturer, retailer) 
are only getting a normal return {n profits. There is no 
profiteering, no sudden riches in the shoe business. 

As a matter of fact, it’ is the retailer who receives the 
first impact of the public’s dissatisfaction. The retailer has 
invested in his stock. If the consumer finds the price too 
high and refuses to buy, it is the retailer who takes the 
loss, must reduce prices in order to sell. With the present 
uncertainty about future shoe prices, it is mainly the re- 
tailer who is on Uneasy Street. 

Recently there was considerable activity in hide buying 

[TURN TO PAGE 126, PLEASE] 
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Targets for 1947 
Shoe Advertising 


R. S. Buchbinder 
[CONTINUED FROM PAGE 72] 

In this critical period of readjust- 
ment, the manufacturer and retailer 
who will take the time and the effort 
to study his customers’ changed 
needs and then to fill them, will be 
the one who most successfully meets 
the crisis of decontrol. This isn’t 
all just as easy as putting the idea 
down on paper, but requires clear 
thinking, far-sighted planning, and 
above all, immediate action. 

J * . = 


, David S. Hiliman 
[CONTINUED FROM PAGE 73] 


will work to establish the value of 
brand name identity, easily the big- 
gest selling weapon a retailer can 
exploit today. Summed up, the in- 
telligent guidance of the manufac- 
turer in the proper promotion of his 
product must surely point the way 
| to this Spring’s successful retail 
selling. 
= = o 


J. M. Reilly 
[CONTINUED FROM PAGE 73] 


names—which would be totally un- 
: satisfactory to the consumer and re- 
tailer, and, at the same time, suicide 

for the branded manufacturer. 
Now is the time for the shoe in- 
dustry to improve the opportunity it 
neglected before the war. It must 
sell the consumer, as well as the re- 
tailers, the outstanding value of 
shoes—even at today’s prices—in 
comparison with any other item of 
apparel. The shoe industry does not 
need to apologize for today’s prices. 
It can well profit by pointing to its 
current wage scales as insurance of 
the consumer’s real interests. The 
industry is paying much higher 
wages without charging an unrea- 
sonable price for its product—and 
this in the face of world-controlled 
leather price inflation. When leather 
costs do subside, the shoe trade will 
do well to hold part of this advance 
to invest in thoroughly coordinated 
merchandising of their product in 
[TURN TO PACE 115, PLEASE] 
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California 


jo seme SE Se D> 
Sacramento, Van Voorhies-Phinney 


Colorado 
Denver, Kemp Shoe Co. 


Indianapolis, E. P. Bayless Shoe Co. 


lowa 
Rapids, Otis Leather Co. 
=> Merchants Supply Co. 
Maine 
Bangor, W. S. Emerson Co., Inc. 


assachusetts 
ee & = Sar ee Ca 
N. E., Inc. 


Michigan 
Detroit, American Shoe Co. 
Grand Rapids, Hoekstra _ Co. 
Saginaw, Michigan Shoe 
Minnesota 
Minneapolis, Dodson-Fisher Co. 
Nebraska 
Lincoln, Branch Bros., Inc. 
Omaha, Driscoll Leather Co. 


New York 
New York City, Powell & Campbell 


Ohio 


Cincinnati, Robert Graefe 
Cleveland, Bibow & yz" pa Co. 
Toledo, Ainsworth Shoe C 

Zanesville, Black & Grant Co. 

Peansylvania 
Iphia, Bell, Walt & Co., Inc. 

Pittsburgh, Newell & Schneider Co. 
York, D. S. Peterman & Co. 


Bristol, 
Knoxville, 
— Wm. R. Moore Dry 
‘2. 
Utah 
Salt Lake City, Zion's Co-Operative 
Merc. Inst. 

Washington 
Seattle, Washington Shoe Co. 
Spokane, Adams Leather Co. 

West Virginia 
Huntington, Jeff Newberry Co. 

Wisconsin 

Milwaukee, Gaenslen Bros. Leather 


Co. 
Oshkosh, H. C. Roenitz Co. 


























Shoe materials are more plentiful. Produc- 
tion cof TRADE BUILDER Shoes is increas- 
ing. Our Wholesaler allotments will soon be 
adequate to meet your requirements. Do not 
wait for a salesman. Mail an order to your 
NEARBY Distributor for the sizes you 
need to complete your stock of TRADE 
BUILDER Shoes. 


$6°° Anything less 
icbemewn & NOta 


TRADE BUILDER 










ROY — Rueping’s Kan- 
kakee Veal, Rock Oak 
and Bench Brand Soles, 
5 to 15; C, E and EEE 


PAT — Rueping’s 
















Kankakee eal, 
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EVENING SHOE DEMAND 
OFF IN NEW YORK 


SHOE departments in New York 
topped last year’s post-Christmas busi- 
ness and found little price resistance, 
except for shoes priced over $20. How- 
ever, the volume was not made up, to 
any great extent, of the evening shoe 
business which might have been ex- 
pected. In some stores this business 
was better before Christmas; others 
reported an increase after that holi- 
day. 

In general, the demand for evening 
shoes was disappointing because, re- 
tailers said, “We didn’t have the 
styles women were looking for.’ The 
buyer in a large department store ex- 
pressed the opinion that a good eve- 
ning business cannot be done until 
enough kidskin and white satin shoes 
are available. Meanwhile, stores sold 
platform sandals, a gold and silver 
combination without a platform, some 
flats, some fabric sandals. 

Although a few buyers believe that 
resort business will pick up in Janu- 
ary, and most stores have stocked 
white shoes and some cork-soled and 
rafhia styles, there has been only slight 
evidence of such shopping up to now. 

There are still some buyers who 
don’t believe that there is any new de- 
mand for closed shoes and medium 


heels; that is, they find the same | 


women who always wore these types 
looking for them now. However, others 
are enthusiastic about these styles, say- 
ing that they are naturally in demand 
because they have long been unavail- 
able, particularly for dress wear. A 
department store buyer reports staple 
styles selling better than fashion 
shoes; another says that the d’Orsay 
pump, with open or closed back is his 
best seller. While sling pumps with 
open toes still make up the volume of 
sales, many stores find that a woman 
wanting a closed-up look will take the 
closed quarter shoes with open toe in 
preference ot the closed toe sling. 

To some extent, customers seem to 
be tiring of emphatic ornamentation 
on shoes. However, many women now 
buying very plain shoes will also pur- 
chase a separate ornament. Platforms 
are still popular in evening styles, but 
retailers are going easy on them for 
street shoes. 

Slipper business was generally good, 
although few stores reported an out- 
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standing volume tais Christmas. Some 
are left with heavy inventories, since 
the season did not meet their expecta- 
tions. One store started clearing the 
slipper stock the day after Christmas. 
Several stores also ran clearance sales 
on shoes to stimulate traffic and clear 
out merchandise of questionable 
quality. 
= = = 


ST. LOUIS STORES 
HOLD CLEARANCES 


Post -CHRISTMAS merchandising 
in St. Louis has taken on many of the 
characteristics of prewar years, with 
substantial price reductions in nearly 
all commodities. Even on Christmas 
day department stores broke with sale 
advertising which left little space for 
news except on the front page. 
While shoes did not receive the play 
in clearance sale ads given to dresses, 
coats and other feminine commodities, 
shoe clearance space has, nevertheless, 
been sizable. Although the greater 
proportion of shoe clearance advertis- 
ing featured shoes normally priced in 
the below $6.95 bracket, a good por- 
tion of it came from the $6.95 to $8.95 
range. Savings in the higher priced 
ranges, however, though advertising 
in this bracket was limited, offered 
shoes at reductions of nearly two- 


thirds. 
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Bodbs He ~owe Comtorichie ct house shippers these emote 
elter reel sepoort ond come + pobuhed leathers ond 
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eur men's shoe deportmert on Lond Silavier's Teoh Flac 
THE MEN’S FLOOR. 
“Soft shoes,” said Lord & Taylor, New 
demonstrate 


York, and proceeded to 
their flexibility in this interesting ad. 


In the lower-priced field Bake1’s ad- 
vertised $5.99 and $4.99 platforms and 
sling pumps and flat heeled open and 
closed models at $1.99 and $2.99, 
while Sonnenfeld’s downstairs store 
offered $4.95 to $6.95 sellers, includ- 
ing all styles in broken lot at $1.97. 

Famous-Barr Company's downstairs 
store featured $4 and $5 platform san- 
dals, sling pumps, open shank models, 
bow pumps and plastics at $2, while 
Reel’s heralded their clearance of 
$4.98 to $6.98 pumps and flat heeled 
styles at $1.99 and $2.99 as the most 
spectacular event since before the war. 

Among the more expensive shoes ad- 
vertised, Kline’s featured a limited 
number of $28.95 and $14.95 suedes, 
patents and calfskins at $9.85. They 
also advertised $14.95 and $8.95 mod- 
els at $7.85 and shoes in the $6.95 to 
$8.95 bracket at $4.85. 

. Men’s shoes, however, still in short 
supply, failed to enter the clearance 
sale category. 

In contrast to most advertising in 
the immediate post-Christmas period 
Swope’s featured flat heeled dancing 
slippers aimed at the New Year's Eve 
party goer, priced at $9.95 in gold 
kid; $8.50 in silver kid and $6.95 in 
white satin, while the Fashion Shoe 
Store advertised high heeled party 
sandals in gold or silver at $3.95. 

= = = 


BOSTON STORES RUN 
HIGH STYLE CLEARANCES 


SEASONAL clearances of gift mer- 
chandise this year have been extended 
to regular lines of shoes in some Bos- 
ton stores carrying high-style and/or 
high-priced footwear in an admitted 
attempt to stimulate lagging business 
as much as to make space for newer 
types of shoes just beginning to come 
on the market. 

The two Kays-Newport stores, one 
on Boylston Street and the other at 
Tremont and Boylston, have divided 
their stock of dress and street styles 
into four groups selling for $4.99, 
$6.99, $8.99 and $10.99, respectively. 
These include shoes formerly sold 
from $6.95 to $22.95. 

Wilbar’s, at 166 Tremont Street, has 
cut to $5.99 and $6.99 high-style shoes 
selling before Christmas for $8.95. 
Genuine lligator-lizard open-back 
styles, previously priced at $17.95, are 
on sale at $10.99; genuine lizard, for- 
merly $14.95, at $6.99; and other 
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shoes accordingly. This same store 
has been getting rid of slippers orig- 
inally sold at from $2.98 to $6.95 for 
$1.99 to $2.99. 

Barclay’s, the newest of the Tre- 
mont Street stores, is announcing a 20 
percent price reduction of all lines in 
the store; and Chandler’s, a well- 
known women’s clothing store, has 
been advertising at $5.85 and $6.85 
shoes originally priced at $6.95 to 
$8.95; and at $8.85 and $10.85, shoes 
formerly sold for from $10.95 to 
$14.95. These lots include high and 
low heels for both dress and sport in 
suedes, calfskin and gabardine in 
black and in colors. Conrad’s, Winter 
Street women’s wear store, has offered 
suedes, smooth leathers and gabar- 
dines at $3 per pair, the former price 
range of which was from $6.50 to 
$8.95. 

Stores doing a more conservative 
business have not reduced prices, and 
managers are of the opinion that they 
will continue to take regular mark-ups 








ou regular lines. Though unit sales in 
these stores have dropped, dollar vol- 
ume continues to hold up better than 
had been expected. Part of this, of 
course, was due to the pre-Christmas 
sales of slippers and accessories; part 
to the sale of overshoes and rubbers 
which has been large since the first 
storm of the season. 
* = = 


PROTECTIVE FOOTWEAR 
SELLS IN CHICAGO 


DURING the period immediately fol- 
lowing the Christmas holidays, busi- 
ness in shoe departments and shops 
was rather spotty. One large store 
reported practically phenomena! busi- 
ness in stadium boots—even before 
the post-Christmas snowfall — while 
other stores found their protective 
footwear quite inactive. However, with 
a decided turn to very cold weather 
during the last days of the year, the 
sale of boots and galoshes came very 
much to the fore everywhere. 

As is usual at this time of year, 
there was marked activity in those de- 
partments catering to the school and 
college crowd. Flats were much in 
demand, with no particular preference 
notable in the types chosen. Closed 
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Party shoes for gala nights were 

shown in this “Night and the Music” 

ad by Corson, Pirie, Scott & Co., 
Chicago, Illinois. 





toes with sling backs, open toes and 
backs, and the all-closed flat sold 
equally. well. Suede was first prefer- 
ence, with calf hard to get. Rather 
suddenly there are large stocks of 
patent to choose from everywhere, 
with less activity on this leather right 
now. 

Calfskin, as noted above, is still in 
the scarce class particularly in better 
quality shoes, and most stores sell 
theirs out almost as quickly as they 
arrive. What one buyers terms the 
“middle-of-the-road” shoe is needed in 
many shops. This is the footwear for 
the conservative matron who wants a 
smart shoe but a comfortable one, 
preferably a medium-height heel, a 
walled toe, and elegance of line with- 
out a lot of decoration or cut-outs. At 
the present time, most retailers’ stocks 
seem to run to two extremes—either 
the popular flat, or the very high- 
heeled, high-fashion shoe, the latter 
frequently of lizard or alligator. A 
number of shops have recently been 
featuring expensive reptiles, both in 
bright and in conservative colors. 
Over a period of about two months 
there was definite customer resistance 
against buying those shoes priced at 
$20 and over. The renewal of «adver- 
tising on such numbers might indicate 
a new bid for business in the luxury 
lines. 

Although there was some holiday 
advertising on evening footwear, it 
was frequently on high-priced items. 
Most retailers reported that their busi- 
ness on evening slippers was nowhere 
near as good as they had hoped it 
would be. 


RUBBER FOOTWEAR SHORT 
IN BUFFALO 


BUFFALO retailers report no easing 
of the shoe shortage. It is a well- 
known fact that much of this may be 
traced to conditions brought about by 
the recent meat shortage when leather 
and many other by-products of that 
industry suffered. Conditions are far 
from normal yet, and prices are about 
25 per cent higher than formerly. 

The chief shortage in Buffalo stocks 
is in women’s conservative-type shoes 
and to only a slightly lesser extent in 
men’s and children’s shoes. Difficul- 
ties are being experienced in getting 
all sizes. 

A major seasonable trouble among 
Buffalo dealers is the current shortage 
of rubber footwear. In this area these 
types are in strong demand for several 
months of every year. A buyer for 
one of the city’s largest department 
stores says this is the worst “head- 
ache” he has known in many years. 
Deliveries have been very slow in this 
type of footwear. The snow and cold 
weather of the last month have made 
local business boom in this depart- 
ment. Only some styles are available 
in quantity, and among these many 
sizes are not on hand. 

New styles for rubber footwear have 
ceme out this year, and alert retailers 
are anxious to meet demands of cus- 





tomers requesting these types. It is 
discouraging to find it so difficult to 
procure the merchandise, especially 
when in many cases manufacturers 
have accepted large orders and only 
a relatively small amount were re- 
ceived in time for the season’s sales. 
> o> = 


NEWARK STORES FEEL 
CUSTOMER RESISTANCE 


Tuat high prices cannot continue 
throughout 1947 is the verdict of 
Newark, N. J., retailers. While nearly 
all stores realized an especially good 
trade at the holiday season, customer 
resistance is growing stronger every 
day. 

Kresge’s is still unable to obtain 2 
sufficient supply of calfskins. Colors 
are also extremely hard to get. The 
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A bock-gore sing-strap of SHUGOR 
it is gothered of the ankle — oo 
with Taylor-Mard non-binding 

; ; ; An over-the-instep, under-the-tongve 
SHUGOR instep strap keeps this cuddly 


All through the war years, slippers were shorn of sheor- 
lings. All such material was banned from civilian footwear. 
Now shearlings are coming back — soft, warm, yielding, 
appealing to sight and feel. The judicious use of SHUGOR 
makes shearling slippers cuddle closer, fit better, stay on. 
SHUGOR-fitted shearling slippers, designed to suit the 
taste of all age groups, ore a sure-fire hit. We can supply 


you with style suggestions. 
Corp. 1946 Themes Taylor & Sons, inc 


THOMAS TAYLOR & SONS 


INCORPORATED 
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buyer does not foresee any immediate 
drop in prices. He predicts that open 
shoes will sell readily during the com- 
ing season and closed ones will follow 
their lead. 

Hearn’s reports an excellent busi- 
ness at Christmas but this pitch will 
not continue. In Newark savings bank 
depositors withdrew $4,000,000 during 
the month of December. While cus- 
tomers were willing to spend tem- 
porarily, unstable conditions will not 
allow them to go on at this rate, nor 
are they willing to do so. Hearn’s re- 
ports better money values in the stock 
that is coming in, but the buyer can 
see no indication that prices will drop. 

B. Nelson & Company has been re- 
ceiving a few more shipments since 
manufacturers have been able to get 
the prices they want. This store caters 
to the orthopedic trade, and does most 








of its business in repeats. Leather ox- 
fords are particularly short but the 
company has plenty of pumps, gabar- 
dines and suedes. Increasingly, cus- 
tomers are complaining, reacting in 
the way they did to the meat situation. 
Women’s club committees are already 
beginning to organize in an united 
endeavor to bring prices back to nor- 
mal. The manager at B. Nelson’s con- 
tends that competition will be keener 
as soon as prices drop. He thinks this 
will happen soon, perhaps inside a 


month. 
* * = 


TWIN CITY STORES 
OFFER DRESS SHOES 


St. Paul 


Accent was on the dress shoe for 
the holiday season with a good 
sprinkling of medium heel street shoes 
for the heavy shopping of the period. 

A black calf platform pump as an 
accessory for Christmas shoppers was 
shown at the Golden Rule department 
store. Sophisticated suedes for the 
dancing crowd were shown in mid- 
night black, glittering with gold or 
with punched eyelets. 

Schuneman’s, Inc., showed sandals 
in patent and in reptiles. Colored 
shoes were featured here, som2 with 
studded platforms which are still hold- 
ing favor. 


Maurice L. Rothschild accented 
slippers, stressing not only the gift 
angle but comfort after heavy day’s 
work. A soft moccasin type with heavy 
stitching was a good sales item. 

Field-Schlick, which stresses slip- 
pers in a colorful slipper corner, with 
bright displays and comfortable built- 
in couch-type seats, showed a wide 
variety of this kind of footwear. 

= = + 


Minneapolis 


YOUNG-QUINLAN featured famous 
names, stressing quality, fit and fash- 
ion. Prices of the shoes ranged from 
$14.95 to $27.95. Lizard street pumps 
in black or brown, satin pumps in 
black flecked with gold and - lizard 
platform sling pumps in black were 
featured in this group. 

Roy H. Bjorkman featured Calcutta 
lizard in sling pumps with high heel. 
Evening sandals in black or white 
satin with gold mesh inlay and trim 
sold for $18.95. Evening sandals were 
also shown in white or black brocade 
and in antique gold brocade. 

Napier featured school and college 
models—buckled styles in brown or 
red calf. Some were available without 
buckles in brown calf, black calf and 
black bucko. For the holiday festiv- 
ities, a pump with large bow trim and 
a high heel was shown. 

The Baker Co. stressed patent san- 
dals with gold glittered platform soles 
for dancing. 

C. M. Stendal featured genuine alli- 


gator in brown or red in platform 
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A new color, Blackberry Cordial, in 

an interesting series of accessories in 

reptile, offered by Krupp & Tuffly, 
Houston, Tex. 


sling pumps with choice of 3g or %4- 
inch platforms, selling at $27.50. 
* * # 


NEW HAVEN RETAILERS 
PESSIMISTIC 


NEW HAVEN’S shoe retailers, toting 
up inventories at the end of the year, 
found that they’d carried over a larger 
stock of 1946’s worries than they had 
shoes. 

Most retailers closed their books on 
a “good year” with dollar volume up 
generally, had carried forward very lit- 
tle troublesome stock, and saw no pos- 
sibility of January sales, except where 
stocks of slippers remained. 

In saying “hello” to 1947, retailers 
believe they’ve also said hello to in- 
creased customer resistance and tight- 
ened business, and their degree of pes- 
simism is in direct proportion to the 
price lines they handle; the higher the 
price the blacker the outlook. 

To the worries of price increase, cus- 
tomer resistance and delivery, there 
has been added a sudden fashion swing 
toward brown. Retailers of women’s 
shoes have plenty of brown walking 
shoes, but find a critical shortage of 
brown dressy shoes, especially brown 
calf closed models. Remembering the 
early 30’s when a run on beige died 
suddenly leaving many stores with 





large stocks on their hands, retailers 
are evaluating the present demand for 
brown cautiously, and are buying light- 
ly, for most of them feel that brown 
may not be the big shoe of 1947. 

Another brow wrinkler, especially 
for the downtown stores, was the in- 
auguration of a five-day, 40-hour week 
which the department stores put into 
effect January 6. The work week now 
calls for a Tuesday-to-Saturday week 
with a late closing on Thursday. 

In the men’s line price resistance 
hasn’t been felt as sharply as in the 
women’s and men’s retailers feel less 
pessimistic, for they feel that resist- 
ance when it starts will be felt hard- 
est in the lower and middle priced 
lines. Dealers who enjoy a large col- 
lege patronage feel that the men of Eli 
will be out on a Spring and Summer 
buying spree, not having had time to 
build up their shoe wardrobes. 
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Skiing is a tough sport . . . tough on ski 





U/C boor lacing fittings, too. The U/C Ski 

SKI BOOT Boot Telescopic Eyelet, designed specially 
TELESCOPIC for ski boots, takes the great strain of 
EYELET record breaking jumps or cross-country 


skiing. It gives maximum strength where 
it is most essential for lasting service. It 


improves appearance because there are no 





CROSS SECTION DIAGRAM rough inside surfaces. Prompt shipments 


SHOWING STRENGTH OF SETTING on oli eandesd sivas. 
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“Oh, but that’s a leather sole. Haven’t you got some- 
thing with rubber? I can’t wear leather. It makes my 
feet sweat.” Mr. Fertl is getting fidgety. He looks at his 
watch. He’s seen another customer walk out. “Look, | 
have to get back to work. I'll stop in later.” 

He leaps to his feet and practically runs out of the 
store without so much as a thank-you for all your trou- 
ble. And you stand there glaring at his departing back 
and forming words with your lips. You can’t say them 
out loud because there are other customers in the store. 

But before we heap too many coals on poor, average- 
customer Mr. Fertl, let’s stop and consider for a short 
moment. Was that a lost sale, were all those unneces- 
sary trips to the back room, was all that loss of time and 
energy all Mr. Fertl’s fault? 

Let’s see if we can find out by following Mr. Fertl 
down a few stores to the store of our competitor down 
the street. Let’s not try to kid ourselves. We know that 
when Mr. Fertl said that he had to go back to work 
and would come back later, he was only lying to make 
both himself and you happy. So let’s see what happens 
to him in our competitor’s store. 

Mr. Fertl steps gaily into the store. “I want a pair of 
workshoes.” 

See? He hasn’t learned anything. He'll go on ex- 
pecting people to read his mind as long as he lives. 

But we’re different from the Mr. Fertl’s who shuttle 
back and forth:all their lives. We want to learn how to 
do things better. We want to get ahead. So we listen 
in to see how this salesman handles the Fertl problem. 

Instead of asking what size, the salesman measures 
Mr. Fertl’s feet, all the while asking if the gentieman 
would prefer a high or a low shoe, leather or rubber 
sole, asking conversationally what type of work Mr. 
Fertl does and how does he like his work, sympathizing 
with the gentleman when Mr. Fertl complains that he 
has such a hard time getting a fit because his feet hurt 
over here and sometimes he can’t sleep nights they 
ache so. 

The salesman goes off to the back room for a pair 
of shoes and Mr. Fertl looks at him and says, “Hm, he 
seems to know his business.” 

The salesman returns and slips a shoe onto Mr. Fertl’s 
foot. It is a black shoe, it is a low workshoe, it has a 
rubber sole. And all this is one trip, mind you, and all 
this with a mimimum of questioning. And to top it all 
the shoe actually fits. 

Mr. Fertl is so pleased that he comments on how good 
the shoe feels. As the salesman slips the other shoe onto 
the left foot, he explains that the reason Mr. Fert! has 
been having trouble with his feet is that he’s been wear- 
ing the wrong size. Now he’s measured the man’s feet 
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[CONTINUED FROM PAGE 70] 


and has brought out the right size. He is sure that Mr. 
Fertl will be much more comfortable in the future in 
this bigger size. 

“Yes, but none of the other stores ever measured my 
feet,” Mr. Fert] complains as he tries the shoes and our 
faces turn a bit reddish for he was just in our store and 
we didn’t care enough to measure his feet. “I'll take this 
pair. They feel so good I'll wear them.” 

Mr. Fertl does not thank the salesman for his fine ser- 
vice. He just goes out of the store counting his change 
to make sure it’s all there. But maybe somewhere in the 
abysmal recesses of his mind there is the thought, “That 
fellow certainly knows his business. I'll have to get my 
shoes there all the time. And I'll tell Mary to bring the 
kids there for their shoes too.” 

Now why did Mr. Fert! appreciate that salesman so? 

First the salesman produced the shoes that Mr. Fertl 
wanted with a minimum of questioning, with friendly 
conversation, with intelligent leading questions where 
they were necessary. By doing that he immediately gave 
the customer the impression that he, the salesman, 
knew what he, the customer, wanted. From the first 
the customer gained confidence in the ability of the 
salesman. 

To summarize: A simple, cheerful greeting; as few 
questions as possible; only questions that will help you 
satisfy the customer and will build in his mind the im- 
pression that you are on this earth with only one pur- 
pose, to serve his needs; as little scurrying back and 
forth with shoes as possible. 

Simple enough, isn’t it? 
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. . of a heavy weight calfskin in rich briar brown. 
Styled with a simple good taste that’s equally suitable 
for business or for leisurely life in tweeds. Of Hassel 
quality . . . with all the sound value and comfortable 
ease which that name has long assured our customers.” 
This is straight selling copy to which an institutional 
postscript has been added in one line: “71 Years of 
Fine Men’s Shoes.” 


O'Connor & Goldberg, Chicago 
3 col. 6 in. 

“O-G shoes for men . . . You're going to be imme- 
diately and enthusiastically impressed with the VALUE 
of these shoes when you see them. Such styling, qual- 
ity of materials and shoemaking at so low a price . . . 
are indeed rare . . . Mail orders accepted.” 
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xa. B. ADRIAN = 
ACHING APPROVED 


| New Youk Gly Board of Health 








The New York City Board of Health has just com- 
pleted an investigation with respect to X-Ray Shoe fit- 
ting machines. Findings of experts were submitted tc 
the Board of Health by M B. Adrian and Sons and after 
investigation, the Board of Health approved the 
“Special Model” manufactured by M. B. Adrian and 
Sons Company. The Board of Health accepted the 
opinion of roentgenologists that the machines manu- 
factured by M. B. Adrian and Sons Company were safe. 
The Board announced that its approval of the Adrian 
machine is not to be construed as a blanket approval 
for all shoe fitting machines. 
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X-RAY CO. 


2507 $. HOWELL AVE. - MILWAUKEE 7, WIS. 
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The Ladies’ Shoe 
Stand that lends 

modern beauty 
fo your window! 


CHECK THESE FEATURES! 


V PRISM SHAFT... brilliantly catches and 
reflects your window lights. 

V GRACEFUL LEGS... 
flat base. 

Vv AND...wide, adjustable platform, 

hrome fittings, and clever heel 

catch. 9", 12” and 15” heights. 


onty $4.75 ec. (any height) 
Plexiglas Heel Rest $1.80 per doz. 
Sample on Approval 


WRITE FOR CATALOG — 
“Modern Design on Display” 


Representatives in Principal Cities 


ROGER KENT COMPANY... Plastics 


instead of ordinary 
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HALF A CENTURY OF SERVICE 


TO THE TRADE 


LaCrosse Rubber Mills Company thanks its many 
friends in the trade for helping to make possible 
our Fiftieth Anniversary. To old friends and to 
new friends we pledge another fifty years of fine 


LaCrosse rubber footwear products, offered at 


fair prices and with genuine cooperation. 
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LACROSSE RUBBER MILLS COMPANY 
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demand, in turn, increases the all-over 
production of shoes, which logically 
makes for less cost per pair. Remem- 
ber, the pennies of extra cost, added to 
the price of the shoes you sell by adver- 
tising, is negligible compared to the in- 
crease which would be placed upon them 
if they were not mass-produced, assum- 
ing, of course, that your profit and 
mark-up, and that of the manufacturer 
is not excessive and remains fixed per 
unit. Advertising creates demand and 
is a contributing factor to the accelera- 
tion of supply which meets that demand. 
The law of supply and demand is the 
best protection the consumer has 
against excessive mark-up by retailer 
and manufacturer, just as it is the best 
protection against other artificially fixed 
or inflated prices. No retailer, unless 
he considers himself smart enough to be 
able to style a line of shoes, buy it ju- 
diciously, merchandise it intensively 
and effectively, year after year, in good 
times or bad, should be without at least 
one strong line of nationally advertised 
shoes in his store. 
Aid to Price Maintenance 

But, national advertising has other 
values, too, an understanding of which 
is most important to the independent 
shoe retailer. National advertising 
helps him to maintain prices. Exten- 
sively advertised and intensively pro- 
moted lines are less sensitive to undue 
price rise because of the fact that the 
manufacturer, having an enormous in- 
vestment in his brand name, at an ad- 
vertised price, is more reluctant to fol- 
low an advancing price trend than that 
of the manufacturer who makes shoes 
and sells them unbranded. The retailer, 
on the other hand, is less likely to sell 
a nationally advertised line at a cut 
price for a temporary advantage. Aside 
from an occasional seasonal clearance, 
bankrupt or salvaged stocks, sold as so- 
called “sample shoes,” nationally adver- 
tised shoes rarely are “high balled” by 
the retailer. In most cases, manufac- 
turers are insistent that their nationally 
advertised price be maintained. 

The manufacturer is well aware that 
he cannot get customer recognition for 
his brand name without the cooperation 
of the retailer. In 1947, he will be more 
anxious than ever to have his brand 
associated with your name in the cus- 
tomer’s mind. He wants every national 
advertisement he runs to register with 
your customer to such an extent that 
when he reads that advertisement, he 
will think instantly of you and your 
store. 

Shoe retailing is entering a new and 
more complicated phase in its evolution 
towards efficiency in the distribution of 
shoes. To the competition of the chain 
store and department store, we must 
now add that of suburban shops, branch 
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Advertising—Promotional Magnet 


[CONTINUED FROM PAGE 69] 


specialty outlets of the urban depart- 
ment store which are springing up in 
suburban communities the country over. 
We must take cognizance of the growth 
of the small chain selling so-called 
“private brands” which are particularly 
active in the children’s business. And 
to the already stiff competition of the 
department store, we must now add the 
super selling of the huge “centers” 
which are the department store’s new 
intensive selling technique. In them, 
whole floors are devoted to the selling 
of shoes exclusively, beautifully de- 
signed, luxurious salons in which no 
expense has been spared to attract 
every possible customer. In them are 
sold dozens of lines at prices that cover 
the whole retail shoe bracket. 


Co-operative Retail Advertising 


We are witnessing too, combinations 
of formerly independent retailers join- 
ing together for more effective styling, 
more economical mass purchasing and 
more effective concentrated advertising 
and merchandising for their select list 
of stores. 

Chain stores, department stores, par- 
ticularly those with affiliated specialty 
shops, because of their volume naturally 
can afford larger retail advertising ap- 
propriations than those possible of ex- 
penditure by the independent retailer. 
Because this prodigious advertising ef- 
fort can be concentrated in a fairly 
localized area, it can secure a recogni- 
tion for their store name and for the 
lines of shoes they sell, far greater than 
any which the independent retailer 
could hope to secure by his own efforts. 
For example, a full page advertisement 
run in a metropolitan daily, and devoted 
exclusively to shoes, or a general mer- 
chandise page featuring accessories and 
displaying shoes as a prominent part 
of that advertising gets tremendous 
reader attention. It serves the double 
purpose of selling the consumer within 
a large city and also within a trading 
area of forty or fifty miles surrounding 
it. Thus the metropolitan store and all 
its affiliated suburban shops benefit at 
once from this single effort. 


Competition of Private Brands 

Radio too, bought locally, by an or- 
ganization of the proportions of this 
kind of department store, or of an eight 
or ten store chain, naturally draws cus- 
tomers from the independent retailer. 
This type of competition is very similar 
to that with which other fields have had 
to contend, particularly the drug and 
food industries. It has been defined as 
the competition of private brands, and 
the only instrument for combating it 
successfully has been the sale of na- 
tionally advertised brands. 





Obviously the independent retailer 
alone cannot afford the advertising 
space, nor has he, with rare exception, 
the talent available to compete with 
the expensive, well-directed campaigns 
of such powerful stores. National ad- 
vertising is the best defense then, that 
he can have against this super competi- 
tion. The retailer must keep himself 
well informed of the long range national 
advertising plans of the manufacturer 
whose shoes he sells and back his in- 
sertions in national media with inten- 
sive local tie-ins of his own origination 
ot in the form supplied to him. 

Manufacturers, themselves, very often 
are not aware of the real possibilities 
of national advertising and fail to se- 
cure the full recognition value from the 
advertising they pay for. Here is an 
interesting, if hypothetical, case his- 
tory. A manufacturer launches a new 
style and advertises it modestly, creat- 
ing an immediate localized acceptance. 
Being an entirely “new” pattern, yet a 
simple one, it is easily copied. But the 
manufacturer has the promotional ad- 
vantage of the six months’ leeway neces- 
sary before it can be copied by his com- 
petition, and with the aid of a smart 
retailer, develops an attractive name 
which he promptly trade marks. Six 
months later, the same pattern is in a 
half dozen or more different lines, and 
the name which started as a localized 
proposition has by now grown into a 
generic name for that type of shoe. But 
the manufacturer who has had a profit- 
able six months business on that shoe 
failed to see the real promotional value 
of the shoe or of the name and has 
given it only spasmodic advertising and 
promotion. Suddenly, all the shoes of 
that specific type became known as, let 
us say, the “Boater.” 


Advertising Builds Reputation 

“But,” insists the creator of the 
‘Boater,’ “It is my copyrighted name 
and trade mark, and I will prosecute 
any and all infringements on it.” He 
does not realize the impossibility of 
stopping the deluge of intentional and 
unintentional infringements with which 
it will be faced. An accelerated adyer- 
tising expenditure during the months in 
which this shoe was exclusive, and 
therefore, very profitable to him would 
have established its name once and for 
all as the “X-Boater.” Thus, even 
though the “Boater” did become a gen- 
eric term, the retailer, and very likely 
the consumer, would think of manufac- 
turer “X” everytime the “Boater” was 
asked for or thought of. No trade mark 
is bigger than an industry. But, as it 
grows in stature, a good one will become 
a generic term within the language of 
the trade and the best advertising a 
manufacturer could hope to have is a 
reputation for being its creator. When 
the retailer does not have the genuine 
“X-Boater,” every sale he makes creates 
a desire for him to be selling this want- 
[TURN TO PAGE 146, PLEASE] 
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National Advertising—A Powerful Ally 


[CONTINUED FROM PAGE 74] 


ourselves that advertising is an economic necessity, not 
a luxury. We must realize that advertising is twice as 
necessary when it must be figured as part of the all-over 
cost of a shoe, which must sell at a price in a competi- 
tive market, as it is when the advertising appropriation 
comes painlessly out of taxes after a profitable year. 


Advertising Must Sell Value 


We must realize, too, that when the customer is hungry 
for shoes, it takes no particular genius to sell shoes, nor 
to prepare advertising which seems to sell them. When 
shoes become more difficult to sell, the consumer wants 
more value and more style in the shoes he buys. And the 
more value that is put into shoes, the more highly com- 
petitive one line becomes with another. The more style 
we put into shoes, and the more high fashion the mate- 
rials of which they are made, the more sensitive those 
shoes become to demoralizing seasonal mark-downs and 
to loss, if the styling and materials are not fashion-right 
and backed with adequate advertising and promotion. 
In 1947 it is certain, too, that we are going to sell shoes 
that will have this plus of style and value in them. Obvi- 
ously then, we must have the STIMULUS and STABI- 
LIZING INFLUENCE that sound advertising and pro- 
motion can bring to shoe selling. 

In 1947 we can hold the gains we have made during 
the war in per capita consumption if we, as an industry, 
display the genius, thinking and perseverance in oyr 
conviction that three to four pairs can be our normal 
per capita consumption. We can, at least, get that share 
of the shoe dollar which we have enjoyed during the past 
four war years. 


Manufacturers Plan Extensive Advertising 


The retailer selling nationally advertised shoes will be 
happy to learn that manufacturers, quite generally, are 
prepared to support this effort to keep shoes in the con- 
sumer’s eye. A survey made early in December by Boot 
AND SHOE RECORDER among some 40 manufacturers of 
nationally advertised lines of shoes brought forth the in- 
formation that they, preponderantly, plan more exten- 
sive advertising in 47 than that used in "46. To a firm 
they all recognize that a more basic, fundamental selling 
job must be done in their °47 effort. 

They contemplate more judicious spending of the ad- 
vertising dollar and more careful preparation of copy 
to be used in the space it buys. They contemplate more 
pretesting of that copy and better merchandising of it to 
you, by their salesmen. In several cases they will add 
trained representatives and fashion people to bring this 
information to you personally right in your store. 


They’re planning more and better displays, elaborate 
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traveling units in some cases, and generally, more attrac- 
tive counter and window signs for use within your store. 
Heavier newspaper schedules are in order and where a 
cooperative agreement exists between manufacturer and 
retailer they contemplate retaining this mutual effort and 
in a few cases will offer still more inducements. There 
will be as well an increase in the use of point-of-sale lit- 
erature, particularly by manufacturers of orthopedic and 
arch type shoes, and by manufacturers of children’s 
shoes. 

The problem of handling price copy in national ad- 
vertising, with large circulation media with some color 
closing as far as eight weeks in advance, presents an un- 
usual and not too easily solved problem. With some 
manufacturers still undecided on price policy, eight 
weeks is a long time to look ahead. 


Price is Important 

Since most good shoe advertising copy is prepared 
with price and value basic in its appeal, this indecision 
is going to complicate the advertising man’s job consid- 
erably. Our survey shows, however, that a remarkable 
unanimity of opinion exists that PRICE must be a part 
of every ad and manufacturers are proceeding on the 
basis of their present price commitments. Some are 
adding “About” and suffixing “Some Styles Higher,” 
or more simply stated “Higher” to their price slugs. 
Since the retailer is primarily interested in keeping shoes 
moving and in protecting his mark-up, he will appre- 
ciate this readiness on the part of some of the manufac- 
turers to keep PRICE a first consideration in their ad- 
vertising. Other manufacturers, with market conditions 
to vindicate their judgment to a certain extent, plan to 
omit price copy entirely from their Spring advertise- 
ments or to forward their plates to publications in such 
flexible form that late adjustments in prices can be in- 
corporated by the publication up until press time. This 
last procedure, however, makes the job of the advertis- 
ing man more difficult, because with such indecision in 
his mind, it is difficult for him to have the clear-cut pur- 
pose and plan necessary for the successful preparation 
of the advertisement he is writing. However, this mental 
hazard can and will undoubtedly be overcome, at least 
in part, before Spring advertising schedules actually 
break. 

Retailers will have to do without In Stock catalogs 
from which they did such simplified and practical buy- 
ing in pre-war years. Few manufacturers contemplate 
issuing catalogs for at least six months, though all admit 
their usefulness and promise a prompt resumption of 
publication just as soon as market conditions and inven- 
tories permit in stock departments to operate again. 


















BENCHMADE 
COWBOY BOOT 


Illustrated above is #6010, a bench- 
made cowboy boot in high grade leather, 
with Goodyear welt, leather lined, and 
quality workmanship thruout. The Bronco 
design shown comes in tan and white. 
Other fancy cowboy designs and colors 
also available. Send for sample, photo- 
graph, or order direct, in any amount. 
Individually boxed. 


Sizes 10 to 12 $9.25 





There IS Something 
New Under the Sun! 


. and the new thing to the trade is the 
increasing production of benchmade cowboy 
boots from Mexico . . . at a lowered price and 
increased quality. These days that's NEWS. 
These boots are high in quality for volume 
sales, customer appreciation and profits for 
you. All merchandise is guaranteed satisfac- 
tory by this financially responsible importing 
firm. 


BROWNSVILLE 
IMPORTERS 


1245 S.£. ELIZABETH ST. 
BROWNSVILLE 
TEXAS 





TERMS 
2%—10; NET 30 
F.0.8. Brownsville 
Credit References: 
Pen American Bank 


Brownsville, Texas 













JOY-LEE 
JUNIOR MAJORETTE 


Shown above is the Junior Majorette 
boot under our own JOY-LEE brand, 
which has had a wide acceptance in the 
trade. Sturdy and practical, with 
leather sole and rubber heel, made of 
well finished high grade elk leather. 
Individually boxed, with Joy-Lee label. 
Send for sample or order direct in any 
amount. 


Brown or white, sizes 7 to 10 $3.50 
Brown or white, sizes 102 to 1 $4.20 








Sees Opportunity for 
U. S. Shoes in Europe 
[CONTINUED FROM PAGE 92] 


by several different processes—mostly 
welts, Littleways and McKays. Their 
production lines include all the ma- 
chinery needed to make all the types 
turned out in each factory—an uneco- 
nomic arrangement since it means that 
machines used in producing shoes by 
one process lie idle while shoes are 
being made by another process. Fur- 
thermore, this lack of specialization is 
carried even farther with results which 
I feel could be bettered were the indus- 
try abroad to adopt some of the prac- 
tices common in this country. I refer 
here to the practice in European fac- 
tories of buying sides and cutting their 
own soles; of making their own wood 
heels instead of developing a wood 
hee] industry as a separate entity; and 
even of having designers and pattern 
makers attached to the staffs of each 
factory.” 

Mr. Mott found, in every country 
except France, that infinitely more 
stress has been put on durability than 
on style with the result that women are 
wearing heavy, ungainly shoes design- 
ed to last for many months and capable 
of being repaired and re-repaired. They 
are not getting the style which it is 
obvious they crave after many years 
of war. 
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“There is,” he said, “a big job to be 
done here—one which I believe would 
at least double the per capita consump- 
tion of footwear. It would not be 
necessary to sell the‘women of these 
countries on the idea of more style. Ail 
that is needed is for the manufacturers 
to make and sell them at a price which 
the people can afford, even though that 
might involve shading the quality a 
bit.” 

Labor conditions in England and 
throughout the Western half of the 
Continent Mr. Mott found to be similar 
to those prevailing in this country. 
There is a shortage of skilled labor, he 
said, and man-hour productivity is low. 
While English labor, generally speak- 
ing, is far better off than it has ever 
been, lack of 100 per cent productivity 
Mr. Mott attributes to the fact that, 
with strict rationing, there is no real 
incentive to make money which cannot 
be spent. 

“It might even be better,” he com- 
mented, “were the government to relax 
rationing rules somewhat and give 
workers a chance to buy some of the 
things they now lack. At least, from 
my viewpoint, it would be better for 
the shoe industry of that country.” 

For what might be termed the labor 
slowdown in other countries visited by 
Mr. Mott, there is, he believes, an en- 
tirely logical explanation to be found 
in the fact that, while occupied by the 
Germans, strategy called for a mini- 


slowdown is merely the result of a habit 
mum of production; and the current 
formed while under the rule of the Nazi 
“overlords.” 


————_—_ 


Window Promotion 
[CONTINUED FROM PAGE 75] 


it shipped to Waverly, N. Y., and there 
opened a store under his own name. 
Ten years later there were 15 stores 
and by 1924 there were over 200. The 
company expects to do $30 million 
worth of business for the current year. 

The room in which the trims are 
worked out holds three full size Win- 
dows, which are generally in various 
stages of completion. The staff designs 
everything that goes into the window. 
The fixtures are made to specification 
by an outside firm. Naturally, all of 
the 307 stores aren’t of the same size 
and dimensions; nevertheless, a blue- 
print of every store informs the staff, 
for example, that a 36-inch bench for 
a store in Alabama must be 48 inches 
for a store in Wisconsin. 

This consolidated trim has numerous 
advantages. Among them is the fact 
chat uniform windows provide Kinney 
recognition throughout the country. It 
also serves to keep the store supplied 
with the latest equipment. And a not 
inconsequential boon is the tremendous 
saving that comes from buying all win- 
dow essentials from the same source. 
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Targets for 1947 
Shoe Advertising 


[CONTINUED FROM PACE 103] 


competition with other demands on 
the consumers’ dollar. 

The best defense is a constructive 
offense. The shoe industry needs 
more pairage per capita. The way 
to get it is to sell the consumer mul- 
tiple styles for all occasions, for all 
seasons, throughout the year. It 
must stop thinking and advertising 
on a Spring and Fall basis. It must 
feature definite styling proprieties 
and advantages for definite oc- 
casions. 

I do not mean by this that you 
can ever put over a “shoe-of-the- 
month” idea in men’s shoes. But 
you can very definitely increase 
the nation’s male shoe wardrobe 
through the proper featuring of ad- 
vantageous shoe styles for definite 
occasions which fit into the every- 
day life of men. If, in 1947, the 
shoe industry were able to increase 
the male shoe wardrobe per capita 
by even one-half a pair, the neces- 
sary investment would be negligible. 
The women’s shoe field is ripe for a 
sensible long-term “value” ap- 
proach. Women are not at all happy 
with their shoe choice and set-up. 
The children’s field—the perennial 
step-child of the shoe industry —will 
repay far-sighted leadership — this 
year—with dividends which will pay 
off handsomely for a generation. 

As the world’s cattle herds gradu- 
ally regain pace with the demand 
for hides, the hide market will natu- 
rally soften. It is even conceivable 
that eventually we shall see a return 
to 15c. hides. If the shoe industry 
wishes to avoid a return to the sense- 
less “industrial civil war” practices 
of the 1930's as far as price com- 
petition is concerned, shoe industry 
executives and owners will set up in 
their cost figures a definite tangible 
war chest of business-building ap- 
propriations. They will provide a 
cost item for promotional and ad- 
vertising expense, just as the very 
few outstanding leaders have done 
ever the past, to so establish them- 
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No. 884—Ton Elk Ox- 
ford, Scuff-Proof Tip. 
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12% -3, AA, B, C, D. 
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selves in the minds of the consumer 
that their names will become much 
more depression-proof and compe- 
tition-proof. 


Leon A. Friedman 
[CONTINUED FROM PAGE 74] 
shoe business going at full speed— 
that will drive the promoters past 
the non-promoters. 
Department stores and good shoe 
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NATIONALLY ADVERTISED 


Added to smart styling, beouvtiful leathers ond 
unexcelled workmanship are such features as test- 
ed and approved orthopedic lasts and patterns 

wedged Thomas heels . . . left and right 
spring steel shanks . . . solid leather long inside 
counters and matched left and right quorter pot- 
terns to moke CHILD LIFE SHOES easy to fit and 
profitable to feature in your children's department. 
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SHOE MANUFACTURING CO 


MILWAUKEE 10, WISCONSIN 
GOODYEAR WELTS EXCLUSIVELY 


stores want brand names in which 
the public has complete confidence. 
They want the brand names that 
know how to dramatize fashion and 
keep fashion and quality and value 
before the public at all times. 

Price, too, is going to be an im- 
portant consideration, because men 
and women are weighing carefully 
the value of any product that seeks 
to command the shopping dollurs of 
America. 
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POLARIZED LIGHT PARALLELS KEEN 


IN LEATHER SOLES, INSIGHT OF ENGLAND-WALTON SORTERS 


E-W fibre-sorted soles offer greater flexi- 
i go e —E- so R Ti a G bility and wear-resistance. 

Uneven stress lines developed in unmatched 
flexed samples are shown in Set 1 of these 
paired photoelastic pictures. They're like in- 

makes the difference ternal structure of unmatched leather soles: 
UNEQUAL WEAR SERVICE 

Uniform stress lines in Set 2 are comparable 
to soles matched by E-W sorters: 
LONGER, MORE EVEN WEAR. 








FIBRE-SORTING, by England-Walton’s skilled ee | ee 


craftsmen, provides superior matched soles. . . 


because these men have sensitive “X-ray” eyes, ENGLAND -W ALTON 


trained to detect minute differences of inner fibre Tien astinl cite 
construction of leather. Manufacturers who spec- bap ate Souter. 


ify E-W FIBRE-SORTED cut soles are assured 


of retailer and customer repeat orders—because Englend-Welten Division 


they're satisfied. A. C. LAWRENCE 
LEATHER COMPANY 


Boston + Camden + Peabody - New York + St. Louis 
. : : Columbus + Milwaukee + Los Angeles + San Francisco 
isa unique E-W selling feature. Ashland, Ky. - Newport, Tenn. + Hazelwood, N. C. 


FIBRE-SORTED soles offer that extra value which 
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Guild Opens Year with “Shoe-Vues” 





Guild of Better Shoe Manufacturers Sparks Warm W eather Opening 
with Comedy of Shoe Business — “Quality Pays All 
Ways” Is Keynote. 


New York—Over 1000 shoe buyers, 
store executives, stylists, promotion 
directors and members of the press 
filled the grand ballroom of the Wal- 
dorf-Astoria, January 7th, to witness 
the “Shoe-Vues of 1947,” a dramatic 
comedy presentation of shoe history 
and aims, staged by the Guild of Bet- 
ter Shoe Manufacturers, as part of its 
Warm Weather Opening here. 

The skits, with dramatis personae 
of radio, screen and stage, ranged 
from an introductory farce, showing 
an amorous caveman inventing sandals 
to pursue a mate, to scenes depicting 
the right and wrong way to sell shoes, 
and manage a shoe store. An added 
feature was the well-known shoe scene 
from Ray Bolger’s musical comedy, 
“Three To Make Ready.” 

The acting and comedy were well 
received by an audience that had ar- 
rived for breakfast in the ballroom at 
8:30 A.M. 

The final address, “A Blue Print For 
Tomorrow,” was given by Irving E. 
Grossman, of I, Miller & Sons, first 
vice-president of the Guild. He said 
that a careful survey revealed that the 
need for high quality shoes “—under 
prevailing prices and even at slightly 
higher prices, is far greater than the 
combined productions of all Guild fac- 
tories” and emphasized that inventor- 
ies of wanted merchandise “—the kind 
of merchandise that consumers will 
accept freely during this selective mar- 
ket—as of January 1, 1947, is far below 
a sensible normal.” 

A statistic that was referred to more 
than once was that over 70 per cent of 
shoes sold in Guild grades in 1940 were 
bought by women out of a family in- 
come group less than $5000. It was 
pointed out that that it was with this 
group that the Guild manufacturers’ 
interests mainly lay. 

The keynote phrase of the comedy 
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of shoe retailing was “Quality pays all 
ways,” reiterated throughout the nar- 
ration of Ben Grauer, NBC announcer. 

Benjamin D. Schwartz, president of 
the Guild, opened the morning with 
greetings from the Guild to those pres- 
ent, and, in lieu of the welcoming 
speech by Mayor William O’Dwyer, 
whose presence was demanded at the 
United Nations, introduced those at the 
speakers’ dais. Among those introduced 
were J. G. Schnitzer, acting chief of 
the Textile and Leather Section of the 
Department of Commerce; Miss Ruth 
Ray, of the Office of International 
Trade, Department of Commerce; John 
Slater, well-known dean of the retail 
shoe business; Lee E. Langston, execu- 
tive vice-president of the National Shoe 
Retailers’ Association; Irving R. Glass, 
acting executive vice-president of the 
Tanners’ Council of America; W. W. 
Stephenson, executive vice-president, 
and Harold R. Quimby, secretary, of 
the National Shoe Manufacturers’ As- 
sociation; David S. Cohen, president of 
the Shoe Manufacturers’ Board of 
Trade of New York; A. H. Plotkin, 
president of the Shoe Club of New 
York; and the following officers of the 
Guild; B. D. Schwartz, president; Irv- 
ing E. Grossmann, first vice-president; 
Lou Sachar, second vice-president; John 
Jerro, treasurer; A. H. Bogutz, first 
president of the Guild; and Kate Gold- 
stein Kamen, executive secretary. 

Mr. Schwartz read a telegram of 
congratulation of the second anniver- 
sary of the Guild by Governor Thomas 
E. Dewey, in which he said, in part: 
“You and your fellow members have a 
right to be proud that the best shoes 
in the world are made in our country, 
a large share of them in our state. The 
object of your Guild, to preserve that 
high standard and advance it, should 
have general approval and support.” 


Connett Honored by Belgium 
For War Service 


New York—Harold Connett, recent- 
ly elected president of the Tanners’ 
Council of America, and president of 
Surpass Leather Company, has been 





HAROLD CONNETT 


awarded the Cross of Knight of the 
Order of the Crown by the govern- 
ment of Belgium, for his services to 
the allied cause as chairman of the 
International Hides, Skins and Leather 
Committee during World War II. 

Mr. Connett was charged with the 
responsibility of securing needed mili- 
tary supplies and in preventing ci- 
vilian hardships for the Allies. He 
also served, until his resignation in 
November, 1944, as the head of the 
Shoe and Leather Division of the War 
Production Board. 


Pennsylvania Shoe Travelers 


Elect Officers 


PITTSBURGH, Pa.—The annual elec- 
tion of officers of the Pennsylvania Shoe 
Travelers Association was held recently 
at a banquet in the William Penn Hotel, 
here, recently. 

The following officers were elected for 
1947: president, Jack R. Levy; vice- 
president, Harry Harris; secretary and 
treasurer, Joseph Harris; directors, 
James D. Hayden, George H. Hutchins, 
Ted Legler, Philip Landish, and Max H. 
Katz. 
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Sees 1947 Output of 500,000,000 Pairs 





Boston, Mass. — “New England’s 
half-billion dollar shoe industry, which 
has just completed a year of record pro- 
duction under many handicaps, is look- 
ing forward with confidence to 1947,” 
according to a statement by Maxwell 
Field, executive vice-president of the 
New England Shoe and Leather Asso- 
ciation. 

“Although the pent-up demand for 
footwear caused by war-time rationing 
has been largely met, and the industry 
is fully reconverted and back on a com- 
petitive basis, we predict that next 
year’s output—totaling 500 million 
pairs—will equal the highest levels of 
pre-war years and fall only slightly be- 
low the 1946 levels. 

“Shoe production for the entire coun- 
try during 1946 is estimated at 525,000,- 
000 pairs, an all time high in its 300- 
year history. This compares with a 
pre-war peak output of 498 million 
pairs in 1941. 


1946 A Year Of Crisis 


“Many important events happened 
during 1946, a year that was featured 
by crisis after crisis which had the ef- 
fect of disrupting the industry and cur- 
tailing production somewhat. The first 
of these was the protracted steel strike 
early in the year. Then in May and 
June leather production and deliveries 
were cut down because tanners could 
not replenish their stocks with hides 
owing to the OPA price regulations, 
which had sharply reduced cattle 
slaughter. This was followed by a flood 
of hides and sharply increased leather 
shipments to the shoe factories in the 
‘free period,’ or OPA ‘holiday’ in July. 
But again in September and October 
hide and leather shipments began to 
dry up, with the reinstatement of OPA 
pricing controls early in August, and 
many factories, particularly those mak- 
ing men’s shoes, were forced to operate 
below their normal schedule. 

“The net effect of the government’s 
pricing controls,” the statement reads, 
“considering the country as a whole, has 
been a loss in shoe production during 
these poor four months estimated as 
equalling about 25,000,000 pairs of 
shoes, or the equivalent of more than 
half a month’s output. Thus, while we 
had a year ago predicted a total pro- 
duction of 550,000,000 pairs for 1946, it 
is now indicated that the total output 
will be nearer 525,000,000 pairs. 


Current Market Factors 


“During the 15 months since V-J Day, 
production and sales of shoes have been 
at a very high level, and the pent-up de- 
mand created by stringent rationing 
regulations during the war has been 


New England Shoe and Leather Association Statement, Prepared by 
Maxwell Field, Forecasts High Level of Production 


met in large measure. The production 
of men’s leather shoes went up 70 per 
cent in the first nine months of this 
year over the similar period in 1945 
while government shoe output dropped 





MAXWELL FIELD 


93 per cent. Production of youths’ and 
boys’ shoes went up 36.5 per cent; in- 
fants’, 14.5 per cent; children’s, 5 per 
cent; and woman’s, 19 per cent. 

“The shoe industry has gone through 
the reconversion process, and is back in 
the competitive era where quality, style 
and price of its products will determine 
a company’s output and profits. 

“Stimulating this competitive spirit 
is the public’s resistance to higher- 
priced merchandise in all soft goods 
lines. At the same time, costs of manu- 
facture of shoes have increased substan- 
tially since October 31 when OPA shoe 
ceiling prices were terminated. Hides 
and skins have advanced 67-133 per cent 
and leather prices currently are quoted 
at increases of 63-104 per cent over 
OPA price levels. Labor costs for most 
factories have already or will soon be 
increased as new agreements are made 
with employees or unions. Overhead 
costs are increasing due to lower volume 
of output. 


Outlook for 1947 


“As a result of these current market 
factors, the outlook at present for 1947 
is uncertain for several reasons. 

“At the present time, retail shoe sales 
are being reported below last year’s 
levels in units of pairs, although the 
dollar volume remains above that of a 
year ago. A continuation of this trend 
through the first quarter of next year 





could affect the volume of production 
measurably for the entire year. 

“Shoe production has always followed 
closely the levels of national income. 
Another historical fact about the pro- 
duction of shoes is its great stability, 
with minor losses in output being re- 
corded even in the most severe depres- 
sion periods. 

“In conclusion, therefore, we con- 
fidently forecast that shoe production 
next year will be maintained at a level 
of approximately 500,000,000 pairs, 
which would be equal to the highest 
level of pre-war years, and not far be- 
low the record-breaking production 
achieved this year.” 


210 Associates Plan 
Banquet in New York 


Boston, Mass.—The annual banquet 
and show of The 210 Associates, Inc., 
will be held Tuesday evening, April 29, 
1947, in the Grand Ballroom of the 
Waldorf-Astoria, New York City, it has 
been announced by James J. Molloy of 
Salvage-Molloy Shoe Co., chairman of 
the event. 

“The 210 shows have, in the past, 
been run in connection with The New 
England Shoe Market Week, conducted 
by the New England Shoe and Leather 
Association,” said Mr. Molloy. “Inas- 
much as the New England group has 
voted to give up its April Show in Bos- 
ton to cooperate with The National 
Shoe Fair in New York, the 210, be- 
cause it is national in its scope will 
move to the New York location.” 

The annual meeting of The 210 Asso- 
ciates, was held recently in the Prin- 
cess Ballroom of The Hotel Somerset, 
Boston. In addition to regular business 
matters discussed several changes were 
made in the by-laws as brought in by a 
special committee appointed for that 
purpose. President Burg announced 
the appointment of Walter Reinstein of 
John E. Daniels Leather Co. as chair- 
man of the Program Book committee 
and outlined plans for the next book. 
Also announced was the selection of 
Mr. Molloy as chairman of the Banquet 
and Entertainment committee. , 

The following officers were elected: 
president, A. S. Berg; first vice-presi- 
dent, Albert E. Gordon; second vice- 
president, Francis B. Masterson; third 
vice-president, A. A. Bloom; treasurer, 
Abe W. Berkowitz: secretary, Morris 
Rosenston. Directors for three years: 
Murray J. Bernstein, Arthur C. Daven- 
port, T. Kenyon Holly, Frank C. Ro- 
sello, and Benjamin Stone. Director 
for two years (vacancy): Philip F. 
Brian. 


Berger Shoes Remodels 


Cuicaco, Itu.—Berger Shoes, Inc., 
1402 South Pulaski Road, has been re- 
modeled and a children’s department 
has been added, it was announced re- 
cently by the management. The store 
was formerly a factory outlet, but now 
carries lines of high grade shoes. 
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Dates to Remember 


33rd Annual Convention, Middle Atian- 
tic Shoe Retailers Association, Ben- 
jemin Franklin Hotel, Philadelphia, 
Pa. January 19, 20, 21, 1947 


Monthly Shoe Show, Chicago Shoe Trav- 
elers'’ Association, Morrison Hotel, 
Chicago, Ill. January 19, 20, 21, 1947 


Shoe Show, Tri-State Shoe Travelers, 
Hotel Statler, Buffalo, N. Y. 
January 26, 27, 1947 


Shoe Show, Ak-sar-Ben Men's Apparel 
Club, Paxton Hotel, Omaha, Neb. 
Feb. |, 2, 3 and 4, 1947 


Shoe Convention, Indiana Shoe Travel- 
ers’ Association, Severin Hotel, In- 
dianapolis, Ind. February 9, 10, 1947 


Spring Showing, Associated Shoe Travel- 
ers, Hotel Wi in, Milwaukee, Wis. 
February 9, 10, 11, 1947 
Spring Shoe Show, Pennsylvania Shoe 
Travelers’ Association, William Penn 
Hotel, Pittsburgh, Pa. 
Feb. 15, 16, 17 and 18, 1947 


Shoe Show, Ohio Shoe Travelers club, 
Hotel Deshler-Wallick, Columbus, O. 
February 16, 17, 18, 1947 


Southern International Shoe Exposition, 
Hotels Hillsboro, Tampa Terrace and 
Floridan, Tampa, Fic. 

Feb. 23, 24, 25 and 26, 1947 


Allied Shoe Products and Style Exhibit, 
Hotel New Yorker, New York City. 
March 9? to 13, 1947 
Leather Show, Tanners Council of Amer- 
ica, Hotel Commodore, New York, 
N. Y. March 11, 12, 1947 
Shoe Manufacturers Fall Opening, Hotel 
New Yorker, New York City. 
April 13, 14, 15, 16 and 17, 1947 


National Shoe Fair, Hotels New Yorker, 





April 27 to May 1, 1947 


Dinner and Entertainment, Boot and 
Shoe Travelers’ Association of New 
York, Pennsylvania Hotel, New York 
City. April 29, 1947 

Fall Show, Northwestern Nation’! Shoe 
Travelers’ Association, St. Paul Hotel, 

St. Paul, Minn. May 3, 4, 5, 6, 1947 


Fall Shee Show, Mid-Continent Shoe 
Travelers’ Association, Skirvin Hotel, 


Oklahoma City, Okla. May 4, 5, 6, 1947 


Spring Shoe Show, lowa Shoe Travelers’ 
Association, Hotel Fort Des Moines, 
Des Moines, lowa. 
May I!, 12 and 13, 1947 


Fall Shoe Show, Southwestern Shoe Trav- 
elers' Association, Boker 
and Southland Hotels, Dallas, Texas. 

May 12, 13, 14, 15, 


947 








Schwartz to Direct 
Fund Drive 


New York—Benjamin D. Schwartz 
of Schwartz & Benjamin, Inc., will di- 
rect the 1947 fund raising drive for the 
National Foundation for Infantile 
Paralysls in the leather field in the 
Greater New York Area. 

In making known Mr. Schwartz’s ap- 
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Teal Baby Shoes 


Her future enjoyment of life can well 
depend on sound foot health. Give her 
the right start, with IDEAL Baby Shoes, 
— designed and made with her foot care 
and normal growth as the first consid- 
eration — by specialists. 


Material shortages compel us to 
retain our quota basis for deliveries. 


mes. DAY’S IDEAL Baby SHOE Co. 


DANVERS, 


WEST 35th STREET 
YORK 1, N. Y. 


pointment, Basil O’Connor, Foundation 
president, said: 

“Never before in the history of the 
National Foundation has the need for 
funds been so acute. In meeting de- 
mands of the 1946 epidemic, the Na- 
tional Foundation completely exhausted 
its $4,000,000 epidemic aid fund despite 
the fact that $8,000,000 collected in 
1946 has been left in local chapter 
treasuries. 

“The demands were so great, in fact, 
that the Foundation was forced to draw 
from its general reserve an additional 
$1,000,000 to supplement local funds in 


MASSACHUSETTS 





40 states where chapter treasuries had 
been exhausted in providing care and 
treatment for infantile paralysis vic- 
tims. 

“As a minimum for the 1947 fund- 
raising drive we have set our sights on 
$24,000,000. At least the amount is 
urgently needed. More than 25,000 per- 
sons were stricken by infantile paraly- 
sis during the recent outbreaks. Many 
will require prolonged hospitalization 
and care; and in numerous instances 
the cost of adequate care for treatment 
for just one polio patient runs into 
thousands of dollars annually.” 
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About 600,000 young fellows every sonath, 
according toe the last ABC figures (ef six 
Bonths age). 







About three times that sany young felleus, 
@ccording to indications. *Total readership® 
figures still heave no ABC yardstick, 

however. We are sticking to facts. 


YOUNG FELLOWS! 





The average PIC reader is 25% years eld, 
because the new PIC is the magazine for 
young sen. 


Nine out of every ten PIC readers is beteees 
18 and 55 -- other sagatines’ readers 
bverage at least 55, according to their eup 
surveys. 








YOUNG FELLOWS HO WANT EVERYTHING! 


Por themselves, because sost of thea ere 
ex-Service, and they need everything . « « 
For their homes, because almost half of 
them are warried or planning marriage, and 


have nee-family scheme 
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UNG FELLO®S WHO WILL TRY ANYTHIN 


Their ideas aren't “*set.* They try eut the 
new things first. PIC’s young sen’s *tries® 
ecome their favorite buy m@ turn into 
other men’s stand-bys. PIC starts things! 


ELLO@S WHO'LL BUY WHAT YOU'RE SELLING! 


2 spend it, 
° ing their saleries 
they earn between §55 and §65 week! 
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16 ISSUES AFTER THE NEW PIC WAS 
7 BORN, ITS ADVERTISING VOLUME HAD 
ey INCREASED 513% 


PIC a: young ond olive os 25 





Use PIC The Magazine for Young Men 


A Svaatt & seams PUSUCARON, 122 East 42 Street, New York 17, N. Y. 


Slater Reelected Head Each outgoing officer was presented 
> with a gift for the past year’s service, 
Of Chicago Group and Miss Grayce Mattes, office secre- 


tary, was presented with a gift of $100. 
The annual dues of each member were 
raised from $6 to $10 for 1947, of 
which a per capita $5 goes to the Na- 
tional Shoe Travelers Association. 


CxuicaGo—The annual luncheon of the 
Chicago Shoe Travelers Association was 
held in the Roosevelt Room of the Mor- 
rison Hotel, here, recently, with an un- 
usually large attendance. 

The new officers elected at the meet- President George Slater, filling his 
ing are: President, George Slater; vice- Second consecutive term, expressed con- 
president, Ralph Lederer; secretary and fidence in the coming year for the shoe 
treasurer, Gene Baily; board of direc- travelers. He reaffirmed the objectives 
tors: Jack Walsh, Norman Souther, Ur- of the association to promote the welfare 
ban K. Allen, Julian Chapman, Stanley of the traveling shoe salesmen and to 
Hultgren, Ely Price, and Joseph Feld- protect and defend their rights in pur- 
man. suit of their occupation. 
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New Sales Manager 
At Lit Brothers 


PHILADELPHIA, Pa.—Samuel J. Cohen 
has been appointed sales manager of 
Lit Brothers. In this newly-created 





SAMUEL J. COHEN 


position he will be in charge of all ad- 
vertising and publicity of the store and 
will be responsible for coordinating 
newspaper advertising, direct mail, 
radio, window and interior display, 
fashion shows, publicity and public re- 
lations, and consumer relations. 

Mr. Cohen, former retail consultant 
to The Saturday Evening Post and na- 
tionally known as an executive in de- 
partment stores, will take over this new 
position in January. 

One of the major objectives of the 
n2w set-up is to enlarge the store’s 
activities in the promotion of national 
brands and new products, and to sup- 
port them with completely coordinated 
promotional campaigns. Manufactur- 
ers dealing with Lit Brothers will be 
offered a greater opportunity to achieve 


| maximum promotional support in the 
Philadelphia trading area. 


Personnel of existing departments 
will remain unchanged. Harold Saxe, 
advertising and publicity director, will 
continue in charge of newspaper ad- 
vertising. 


NESLA Cancels April Show 


Boston, Mass.—‘“The directors of 
The New England Shoe and Leather 
Association have canceled the proposed 
Boston Shoe Fair, which was originally 
scheduled to be held the week of April 


. 20th, 1947,” according to Maxwell 


Field, executive vice-president of the 
association. 

“It was the decision of our directors 
in canceling this show, that their ac- 
tion was not only in the best interests 
of the members of our association, but 
also that their decision would serve in 
the interests of creating one national 
showing of Fall 1947 shoes for the 
entire industry,” Mr. Field pointed out. 
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Tariff Fight 


Planned by NESLA 


Boston, Mass.—Representatives of 
the New England Shoe and Leather As- 
sociation ‘plan to attend a meeting of 
the Committee for Reciprocity Informa- 
tion, scheduled to be held soon in Wash- 
ington, to protest against the removal 
or imposition of any tariff schedules 
which may affect the shoe and leather 
industries adversely. In advance of 
the meeting, directors of the association 
have submitted a brief to the commit- 
tee stating the association’s position. 

“First,” says the brief, “our asso- 
ciation favors the elimination of exist- 
ing import duties on calf and kip skins, 
now amounting to 5 per cent. If these 
rates cannot be eliminated, then we 
recommend a reduction by 50 per cent 
in this rate, the maximum allowed by 
law. Our country does not produce 
enough skins in these classifications to 
meet our industry’s needs, and there is 
no justification, therefore, for any 
higher duty. 

“Second, our association is opposed 
to any reduction in existing import 
duties on leathers, in all classisfications. 
The American tanning industry pro- 
duces the finest leathers in the world. 
Its war record proved outstanding, as 
both Army and Navy officers attested. 
It is important that this industry, there- 
fore, shall not be handicapped by any 
additional reductions in existing tariff 
rates, especially so when it is realized 
that costs of manufacture have risen 
sharply in this country as compared 
with poor quality leathers at substan- 
tially lower costs—but not prices— 
available in South America, and in 
other countries. 

“Third, our association is opposed to 





On Convention Committee 


: e \ 





Philadelphia, Pa.—Jerome Lutzky is 
one of the committee members in charge 
of the 33rd annual convention of the 
Middle Atlantic Shoe Retailers’ Associa- 
tion to be held at the Benjamin Franklin 
Hotel in Philadelphia, January 19, 20 
end 21. 
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any reductions in the U. S. tariff rates 
on footwear, as listed in Paragraph 
1530 (e) of the Tariff Act of 1930. 
Imports of shoes during the war period 
were necessarily low, consisting mainly 
of special types not produced in volume 
in our country. However, normally the 
bulk in value of shoes imported into 
America are regular types which com- 
pete directly with American-made shoes, 
such as men’s welt shoes from England 
and women’s low-priced McKay or 
cemented shoes from Europe, particu- 
larly Czechoslovakia. This type of com- 
petition has proven serious in the past, 
primarily because lower manufacturing 


| BXeTaTe Nore ley 


\ J ustave who has alwoys been 
quick with o new slipper trick, (check 
with the country's leading stores) now 
comes up with his FIRST outdoor 
casval. It's handmade..it'scrocheted _ 
with LASTEX® yarn for cool comfort 
.. It's light .. It's airy. Above all, here's 
Gustave styling and workmanship 


* 
in a sure-fire seller. Climb aboord! 





costs, particularly for labor, have en- 
abled the foreign producer to ship his 
shoes at a net landed cost in New York 
City lower than our shoe manufactur- 
ers’ costs of producing similar shoes at 
their own plants, whether located in 
the New England or St. Louis shoe 
centers.” 


New Firm Formed 


OKLAHOMA CrTy, OKLA.—Lee’s Shoe 
Stores, Inc. of Missouri have received 
authorization to do business in Okla- 
homa with $10,000 capital stock paid on 
in Oklahoma and Mrs. J. Dahlgreen of 
Oklahoma City named as service agent. 
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Philadelphia, Pa.—This straightforward, original Yuletide display, at S. Dalsimer 
& Sons, last month, put the store's best slippered foot forward in an eye-catching 
way. Attracting an unusual amount of attention, the window was created by Syd 
Chairman, of the Display Art Studios, and Sam Clauson, Dalsimer window director. 





Lane Bryant’s New Store 
To Open in February 

New York.—The first major retail 
store opening on Fifth Avenue since 
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1940 takes place on February 3, when 
Lane Bryant will open its modernized 
building at Fifth Avenue and 40th 
Street, according to an announcement 
made recently by George T. Palley, gen- 


eral manager of the store. 

The ten-story, basement and sub- 
basement building has been completely 
modernized and redesigned at a cost of 
$1,500,000. 

Light wood walls and pastel carpet- 
ing blend with the interior architectural 
décor. Incandescent light and fluores- 
cent lamps are combined in new light- 
ing treatments throughout. Accessible 
display counters and unusual hanging 
rods have been specially designed to 
give an air of flexibility and grace. The 
entire building has been air-conditioned. 

Entrances to the store will be on 
Fifth Avenue and on Fortieth Street. 
There will be three large display win- 
dows on Fifth Avenue and three win- 
dows and a smal] shadow box window 
on Fortieth Street. 

In moving to the new building from 
the former location at 1 West 39th 
Street, Lane Bryant will increase its 
selling space 50,000 square feet. Six 
floors will be devoted to selling. 

Colorful events are planned for the 
store opening, including a press lun- 
cheon and theater show which will fea- 
ture a musical comedy presentation of 
Lane Bryant’s history; a house-warm- 
ing party for employees; a dinner for 
manufacturers who supply Lane Bry- 
ant’s merchandise. The main floor, 
which will house the shoe salon, will 
have terrazzo flooring and mahogany 
woodwork. 
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Indiana Travelers 
Elect Officers 

INDIANAPOLIS, IND. — The following 
officers 
monthly luncheon and business meeting 
of the Indiana Shoe Travelers Associa- 





HERBERT H. SMELTZER 


tion held recently in the Hotel Lincoln: 
Herbert H. Smeltzer, president; Henry 


A. Pence, vice-president; Hilary B. 
Thrall, secretary; R. F. Grosskopf, 
treasurer. 


The board of directors, elected for a 
period of two years were: Frank M. 
Brown, Edward P. Bayless and Thomas 
Bailey. Elected to the board for a 
period of one year were: retiring presi- 
dent, Hez Thompson and John J. 
Mahrdt. 

Members of the association decided 
at the meeting to hold a fill-in shoe con- 
vention, February 9 and 10 in the Sev- 
erin Hotel, Indianapolis. Because of 
the apparent delayed buying at the re- 
cent convention held in the Murat 
Temple, members decided to hold an- 
other session. 


John Ahern to Head 
Boston Travelers 


Boston, Mass.—The annual meeting 
for the election of officers of the Boston 
Shoe Travelers’ Association was held 
recently at the Parker House, here. 

The newly elected officers are as fol- 
lows: President, John A. Ahern of the 
Gilbert Shoe Company; first vice-presi- 
dent, Murten L. Clark of Nunn-Bush 
Shoe Company; second vice-president, 
John T. Minor of the P. W. Minor 
Shoe Company; third vice-president, 
Robert M. Roth of Winthrop Shoe 
Company; and A. P. Richards, secre- 
tary and treasurer. The executive 
board will consist of the following men: 
Milton Corrigan of the Kreider-Krevel- 
ing Shoe Company; John Shore of the 
Florsheim Shoe Company and Joseph 
Condon of the Charles A. Eaton Com- 
pany. 

The 


retiring president, Leon E. 
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were elected at the regular | 
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Kelley, reviewed the progress of the 
association during the past two years. 
Sid Curry of C. B. Slater Shoe Com- 
pany, on behalf of the association, pre- 
sented Mr. Kelley with a Magnavox 
combination radio and victrola con- 
sole. Mr. Kelley was also elected chair- 
man of the board. 

President-elect, John N. Ahern, an- 
nounced that the next meeting of the 
association will be held on Sunday, 
May 4th at the Parker House, previous 
to the Parker House Shoe Show, May 
5th to the 9th. On Wednesday evening, 
May 7th, the semi-annual banquet for 
the associate members will be held in 
the Parker House Roof Ballroom. 


To Add Two New Units 


PLAINFIELD, N. J.—Shapack Sons 
Company has announced the addition 
of two new units to its group of stores. 
Lipton’s, Inc., of Bloomfield, N. J. will 
be the fourth unit of the group carry- 
ing a complete line of women’s and 
children’s better grade footwear. A 
novel dropped ceiling arrangement will 
set off the department from the rest of 
the store. 

In Plainfield, N. J., an individual 
woman’s shoe salon with a complete 
line of matching accessories is now in 
process of construction. Both units 
will be opened on or about March Ist. 
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PAR-BUSTER GOLFER 


IN TWO DISTINCTIVE STYLES 


REMOVABLE. REPLACEABLE SPIKES 
GOODYEAR WELT CONSTRUCTION 
CHOICE. SELECTED UPPER LEATHERS 
DEEP, RICH BOOTMAEER’S FINISH 
REAL, RAISED MOCCASIN TOES 

FULL LEATHER QUARTER LININGS 
HUSKY NON-CURL LEATHER INSOLES 
WEATHER-RESISTANT STORM WELTING 


Patented WATER-PROOF AVON SOLES 
With LOCKED-IN SPIKE RECEPTACLES 


Style No. 210 Pattern Exactly As Illustrated 


Style No. 215 Reg. Moc. Flat Seam, Wall Toe Without 
Storm Welting 






Style No. 210 
Men's Sizes 6 to 12 
Cc. D Widths 





1946, an increase of 27 per cent over 
October, 1945. The value of shipments 
from these states during October was 
$51,835,000. The increases by states 
were: Massachusetts, 29 per cent; New 
Hampshire, 12 per cent; and Maine, 
38 per cent. 

Shoe production in these three states 
for the ten months, January through 
October, totaled 153,702,000 pairs, a 
gain of 16 per cent over the correspond- 
ing period a year ago. During this 
period, the total quantity of shoes 
shipped out by these New England 
plants was 157,706,000 pairs, at a value 
of $452,306,000. 

Massachusetts led all states in shoe 
production as well as in value of ship- 
ments which totaled over $33 millions, 
and New York was second with ship- 
ments valued at over 25 million dollars. 

The Massachusetts shoe industry em- 
ployed approximately 38,040 workers 
during October and the average amount 
of total weekly wages paid them 





Seattle, Wash.—Interior view of the new Griffith's Shoe Guild at 1318 Fifth Ave- 
aue, here. The store, opened recently by James A. Griffith, is located in the smart 
Fifth Avenue shopping district, and is the city's most exclusive shoe store. Designed 
with the appointments of an 18th century drawing room, the customer can select 
her custom-made shoes while relaxing in an overstuffed chair. 


N.E. Shoe Production 
of the Census, the New England Shoe 


Up 27 Per Cent and Leather Association reports that 
Boston, MAsS.—Basing its figures on the three New England shoe states pro- 





a report of the United States Bureau 


amounted to $1,369,101, according to the 
Association’s analysis of the indices of 
the Massachusetts Department of Labor 
and Industries. This represented an in- 
crease of 12 per cent in employment 
and 27.1 per cent in payrolls over the 
same month last year. The average 
weekly wage during October amounfed 
to $38.59. : 


FEATURE THE PROFIT LINE 


OF PROFESSIONAL FOOT APPLIANCES 


C-600—Finest strap leather top, plastic heel cup reinforce- 
ment, cellular rubber instep and metatarsal roises, proper 
cuboid support, and finest suede bottom. 

Women's sizes 5 through 10 wide and narrow .$25.20 doz. prs. 
Men's sizes 6 through 13 wide and sorrow. . . .$29.90 doz. prs. 
Suggested retail price $6.50 

Style V—Same support with pigskin top. 
Women's sizes 








Write today for a run of sizes and for our 
catalogue R-15 


VOSBURG FOOT APPLIANCE CO. 
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1616 LAVACA Sr. 


AUSTIN TEXAS 
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West Coast Group 
Stays With NSTA 


Los ANGELES, CAL.—Election of offi- 
cers and the question of whether to 
remain affiliated with the National 
Shoe Travelers Association were the 





CARL WINNEGUTH 


important issues settled at the annual 
December meeting of the West Coast 
Shoe Travelers Associates. 

The vote was decided in favor of 
remaining with the National Shoe 
Travelers Association by a majority. 
Newly elected officers are: Carl Win- 
neguth, president; Frank Foster, first 
vice-president; R. H. Peek, second vice- 
president; John L. Zingelmann, secre- 
tary-treasurer. 

New directors for two years are: 
Walter J. Galvin, and Thomas F. 


Malley. New directors for one year 
are: John S. Farrington, Phil F. 
Graffis, Louis R. Prince, Harry R. 


Terhune, Boor & SHOE RECORDER; and 
James R. Thompson. 

Carl O. Johnson, past president, re- 
ported on the accomplishments of the 
West Coast Shoe Travelers Associates 
for 1946. He pointed out that the mem- 
bership has increased from 270 to 337, 
that additional office space to improve 
service to members was taken, and the 
attendance at the annual golf tourna- 
ment was doubled—an event that 
brought in $8000 with which a welfare 
fund was established. 

The retiring president was presented 
with a new typewriter in appreciation 
of his work during 1946. 

New members recently elected to the 
West Coast Shoe Travelers Associates 
are: Phillip Aronov, Fred Bauchwitz, 
F. H. Donovan, Leo Fontaine, Milt R. 
Fraser, Nat Glassberg, Daniel Gold- 
fein, Bernard Kreidman, Leo V. New- 
man, M. P. Pachner, Bela Petyam, Jack 
Raymond, Pat Schulz, Leonard Siegel, 
James H. Swanson, Edward Weiss, 
J. J. Seale, S. A. Gilbert, Jack Weiner, 
Dean Allman, Charles Wilpan, Maty 
Goldman, and Charlotte Davenport. 


January 15, 1947 








& 





y «> 
~ 





Ahern Honored at Luncheon 


Los ANGELES, CAL. — William J. 
Ahern, publisher of the Shoe Reporter, 
was honored at a luncheon tendered re- 
cently by Los Angeles shoe men at the 
Los Angeles Athletic Club. Co-hosts 
were Harry J. Evans, vice-president of 
the National Shoe Travelers Associa- 
tion; Jimmy Thompson, director of the 
West Coast Shoe Travelers Associates, 
and Carl Winneguth, newly elected 
president of the WCSTA for 1947. 

Mr. Ahern, who has been calling on 
shoe manufacturers in the East for two 
months, spoke on market conditions and 
how they would affect the shoe busi- 


WHITE CABLE-STITCHED 


All Leather Bows 
WITH CLIP FOR EASY ATTACHING 





»~ Available in popular colors of suede 
and calf. Minimum order 12 pair each 
style and color. 


Write for our 1947 Catalog of Leather Bows 


Wholesalers, chain stores and manufac- 
turers write for our wholesale price list. 


WAVERSHOE TRIMMING CO., 


MANUFACTURERS 


1307 WASHINGTON AVE. ST. LOUIS, MO. 


INC. 





ness in the coming season. 

Other guests were Dave Goode, vice- 
president of Gude’s, Inc.; Gene Fergu- 
son, manager of Innes Shoe Co., Frank 
Plummer, shoe buyer for J. W. Robin- 
son Co.; Alan Shirek, shoe buyer for 
the May Co.; Frederick Kayser, presi- 
dent of Wetherby Kayser; Jack God- 
dard, vice-president of Wetherby Kay- 
ser; Karl Prillaman, partner in the 
Prillaman shoe chain of Illinois, and D. 
R. Chesne, president of the Chesney 
Shoe Co. 

Manufacturer’s representatives who 
feted Mr. Ahern included Clarence 
Dean, Jack Newcomb. Dick Heider. 
Jack Evans, and Jack Olsten. 
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real source of profits. 
ew a 
357 Fourth Avenue 


Our factoring service makes it possible 
for the shoe executive to devote full time 
to production and selling activities—the 


Branch Offices 
= LYNCHBURG, VA. GRAND RAPIDS. MI(B. 


WiLtiAM ISELIN & Co.. INC. : 


FOUNDED 1808 


actors... 


tor Manufacturers 
and Selling Agents 
of Shoes. Leather 
and Allied Products 


NEW YORK 


LOS ANGEL FS, CALIF. 
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STRICT MAINTE- 
FINE NANCE OF OUR 


JUVENILE | CONSISTENT 


QUALITY 
SHOES 
MORE SHOES FOR 


YOU TO SELL 


D NEWS 
117 GRATTAN ST. Stic FOR OUR 


BROOKLYN 6 PATIENT PROSPECT 
N. Y. LIST 




















MEN'S GENUINE HAND SEWN 


MOCCASINS 


Here they are! Cozy moccasins that will be oa treat for 
your customers. The finest hand-sewn moccasins, made 
in one piece, that skilled craftsmen con turn out. Others 
are available in styles for women and boys. Place your 
order today. 


No. 580—DARK BROWN 
RETAN ELK 





Minimum order |2 pairs 
Packed 24 pairs to case 
Net 10 Dw F.0.B. 


Displaying at Benjamin Franklin Hotel, Room 447 


Phila., Pa. 
January 19-21, 1947 


KANDEL SHOE COMPANY 


MEN‘’S AND BOYS’ FINE SHOES 
114 READE STREET NEW YORK 13, N. Y. 














Manufacturing and Markets 


[CONTINUED FROM PAGE 102] 


as the lifting of hide export controls seemed imminent. 
Since tanners believe this would cause an increase in hide 
prices, they endeavored to buy up their needs for some time 
to come wherever possible. Although many maintain re- 
lease of export controls will not necessarily raise prices, yet 
it also will not decrease them. With cattle selling at lower 
figures, sho¢é men had hoped that this would be reflected 
later in hide prices. Now they fear there is no likelihood 
of this as the leather market will rapidly reflect not only 
the domestic condition but the international one if and 
when the export situation gets free rein. 


NEW YORK 


THE Warm Weather Opening of the Guild of Better Shoe 
Manufacturers took the spotlight here, in the first month 
of the new year (story on page 117), but a number of other 
events in the making have produced an abstracted and 
thoughtful look on many manufacturers’ faces. 

The announcement by the Shoe Board of Trade that 
negotiations between the Board and Joint Council 13, C. 
I. O., Shoe Workers of America, which represents the 
workers in the women’s shoe manufacturing segment of 
the industry here, are proceeding amicably and success- 
fully, brings to mind the whole problem of wages and 
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prices, the issue of which many feel may be directed in the 
coming year by the present negotiations. The negotiations 
involve the renewal of the original contract, while the shoe 
workers have asked a 25 cents an hour increase, three paid 
holidays and increased social benefits. 

Other important issues that are now more or less hang- 
ing in the balance of the new year, and which are causing . 
concern among thoughtful members of the industry here, 
are: 1) The reduction, or retention, of protective tariffs 
under the Trade Agreements Act is now under examination 
in Washington. The NSMA and the Tanners’ Council have 
filed briefs with the Committee on Reciprocity, in this con- 
nection. 2) The possibility of removing curbs on the ex- 
ports of hides and leathers is discussed with trepidation by 
manufacturers here. 3) A jaundiced eye is being cast at 
current law suits for portal-to-portal pay, and future 
judicial treatment of this issue is felt to be crucial in 
labor-management relations. 

These issues and others are increasing the caution with 
which those in the industry here are approaching the new 
year. But all manufacturers, as one said recently, should 
be aware of the fact emphasized in a recent bulletin of the 
Tanners’ Council: “There are ten million more people in 
the United States than before the war and at the present 
rate of consumption that additional number of consumers 
would alone need about 35 million pairs of shoes a year . .” 
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First Promotion inthe... 


GERDA PROGRAM FOR 


A MORE PROFITABLE '4. 77 


1947 is the year of VALUES. Your cus- 
tomers want more and will get it too, from 
Gerda Dealers. Gerda Dealers, in turn, will 
want more and smarter promotions to fea- 
ture with the long, strong line of Gerda 


Introducing 


Werdakans 


Trade Mark Pending 


All Elk Lecther, Unlined San- 
dals, Retan Lecther Soles. 
Colors: Brown, Red, White. 


Sizes: 5 to 8 $1.75 
8!/a-12; 12'/2-3 1.85 
Regular 

Half Sizes 
























_ 
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No. 5685 has the honor of being the first of many new 
All Leather Sondals, Leather Gerda trade marks with which you, ome your 
ase, Lester tenet, Conther customers will be pleasantly familiar before 
Colors: Brown, Red, White. ‘48 rolls around. Remember that's a promise 
Sizes: 5 to 8 $2.15 from Gerda. 
8'/2-12; 122-3 2.59 DISPLAYING 
ry Hotel Benjamin Franklin, 


Half Sizes 





staples. Here's the first of many Gerda 
promotions already planned for this r, 
and now in actual production, GERDAKINS, 


Value Sandals for children. GERDAKINS 


Phila., Room 417, 
January 19-21 


GERDA FOOTWEAR CO., INC. 


158 Duane St., New York 13, N. Y. 























Army Issues Summary 
Of Footwear Purchases 


\ 

Boston, Mass.—A summary of Army 
footwear procurement for the fear just 
ended, released recently by Col. Henry 
W. Bobrink, commanding officer of the 
Boston Quartermaster Depot, shows 
that total orders placed were 6,174,614 
pairs with a dollar value, subject to re- 
negotiation, of $17,492,715. Items in- 
cluded in this total, and the dollar value 
of each were: 

Athletic shoes with canvas tops and 
rubber soles, 3,139,299 pairs—$4,387,- 
394; low quarter tan shoes, 2,861,748 
pairs—$11,943,754; baseball! shoes, 42,- 
015 pairs—$162,042; football shoes, 7,- 
732 pairs—$59,213; combat service shoes 
with composition soles, 28,452 pairs— 
$245,914; laced leather boots with leg- 
ging tops, 72,000 pairs—$583,200; ser- 
vice shoes with composition soles, 13,- 
968 pairs—$63,998; and miscellaneous 
types, 9,400 pairs—$47,200. 





Store Opens in Miami Hotel 


Miami BeacH, Fita—The Roney- 
Plaza Shoe Salon has been opened in 
the Roney-Plaza Hotel. This is a shoe 
shop handling the unusual in high 
fashion footwear, and specializing in 
original models. 


Jonuary 15, 1947 





Bunting of O’Sullivan Rubber 
Elected Head of N.A.M. 


WINCHESTER, Va. — Earl Bunting, 
president of the O’Sullivan Rubber 
Corporation here since 1941, was re- 





EARL BUNTING 


cently elected president of the National 
Association of Manufacturers. During 
the war Mr. Bunting served as vice- 
chairman of the Rubber Products In- 
dustry Advisory Committee of the Of- 
fice of Price Administration, and was 
the only representative of the sole and 
heel division of the rubber business to 
serve as a member of the Rubber In- 


dustry Advisory Committee of the War 
Production Board. 

Mr. Bunting first became associated 
with O’Sullivan Rubber Co. when his 
firm, Earl Bunting & Company, Indus- 
trial Engineers, was employed to help 
evolve financing and operating plans for 
the company in 1935. The O’Sullivan 
Rubber Company produces rubber soles 
and heels for shoe manufacturing and 
repair, as well as plastic. 





Will Hold Fashion Exposition 


St. Louis, Mo.—Seventy-five topflight 
American designers will contribute to 
an All-American Fashion Exposition to 
be held here February 14th and 15th. 
The two-day event will be held on the 
Starlight Roof of the Hotel Chase, 
under the direction of Mrs. Marjorie 
Wilten, St. Louis fashion advertiser. 

Each designer will be represented by 
a typical Spring 1947 costume. Addi- 
tional attractions will be a fashion 
ballet, under Madame Cassan, former 
member of the Pavlova ballet troupe, 
and a Punch and Judy show displaying 
accessories. 

Among the fashion names to be 
represented are Nettie Rosenstein, 
John Fredericks, Howard Greer, Joseph 
Halpert, Cole of California, Rentner, 
Philip Mangone, Tina Leser, Sally Vic- 
tor, Ballerino, Louise Barnes Gallagher 
and Adele Simpson. 
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"“SAGUAYO" 
HUARACHE 










#110 Child's burnt-orange, sizes 9-1, 
#111 Boys’ burnt-orange, sizes 2-5, ‘so 


Packed 36 pairs to the cate. 
F.O.B. Brownsville. Net 10 days. 


RIO GRANDE IMPORTING CO. 


BROWNSVILLE, TEXAS 


Spring Sales Boosters 


(Right) Woman's cloth and leather lined rope 
upper sandal; sandal last; leather innersole; rope 


sole. Assorted colors, sizes 3-8, $4.75. 


(Left) Rugged huarache; correct last for this type. 
25 


#108 Men's natural color, sizes 6-11, $4. 
#109 Men's brown, sizes 6-11, S25 









ROPE WEDGE 
SANDAL 











Present ities Models 


New YorK—Eleven new models from 
top ready-to-wear designers were pre- 
sented before the Fashion Group of this 
city at a luncheon meeting at the Hotel 
Biltmore, recently. 

An Adele Simpson bolero suit with 
accordion-pleated skirt started the show- 
ing. Philip Mangone favored an in- 
creasingly popular color team, combin- 
ing a back-dipping white jacket with a 
slim ginger skirt. Jo Copeland’s black 
taffeta afternoon suit also had the 
longer jacket with rippled back. Monte- 
Sano showed a multi-color checked coat 
with shirt-type sleeves, swing skirt and 
fitted bodice; Vera Maxwell’s contribu- 
tion was a full-cut hooded grey great- 
coat, worn over a lighter grey dress. 

Versatility was the main feature of 
Claire McCardell’s four-piece weekend 
outfit, which combined taupe skirt and 
pedal pushers, checked jacket and white 
jersey blouse. Clarepotter showed a 
Spring lounging costume, green tunic 
banded with the violet-pink of the fitted 
trousers. 

Hattie Carnegie introduced smooth, 
unpadded shoulders in a green damask 
formal gown with draped skirt. Omar 
Kiam’s full-skirted black moire gown 
had a corselet bodice with lace camisole 
top. Short sleeves made news on Paul- 
ine Trigere’s French blue evening coat 
worn with a silk print gown. 
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ADDITIONAL PROFITS!! 


Suv-Seume “ods” im leading Journals tor 
Nurses ore directing thowsonds of Nurses 
to their local shoe stores for thew fovonte 
white cleaner, Seu. Seana 

Tie in with this built-up demond with 
counter and window displays 
your regular jobber, todoy 


~ Snu-SHine | 
\ 


OSMIC CHEMICAL COMPANY, BROCKTON, MASS 








Order trom 


EAST. 





SALESMAN WANTED 


LEADING LOS ANGELES MANUFACTURER 
OF LADIES’ 
HAS OPENING FOR SALESMAN WITH 
ESTABLISHED FOLLOWING IN HIGH GRADE 
STORES. TERRITORY: SOUTH AND SOUTH- 


Apply Box #483, c/o Boot and Shoe Recorder, 
5410 Wilshire Bivd., Room 307, Los Angeles 46 Calif. 


CASUAL AND DRESS SHOES 























Wolf to ain 
Mary Jane Shoes 


Boston, Mass. — Mary Jane Shoes, 
wholesale division of John Irving Shoe 
Corporation, announces the appointment 





MYRON B. WOLF 


ef Myron B. Wolf as general sales man- 
ager. 

Mr. Wolf spent four years in the 
Army Air Forces during the war. Prior 
to that time, he was associated with the 
shoe manufacturing industry in Cincin- 
nati, Ohio, for a number of years. 

Mr. Wolf stated that a large sales 


expansion program for the coming sea- 
son is under way for Mary Jane Shoes. 
This program includes national adver- 
tising and expansion of the personnel 
in the sales organization. 

Mr. Sandler will continue in charge 
of buying operations for Mary Jane 
Shoes. 


Canada’s Shoe Production 
Sets New High 


Otrawa, CANADA.—Canadian produc- 
tion of shoes reached an all-time high 
for the ten months of 1946, as of Oc- 
tober, according to a statement released 
by the Dominion Bureau of Statistics. 
The ten-month total was 36,535,058 
pairs, as compared to the former high 
of 32,065,006 pairs in 1945 for the same 
period. 

In October, 1946, the monthly produc- 
tion reached was 3,772,592 pairs pro- 
duced by 292 factories. This marked 
the second highest productive month in 
the history of Canada, the high of 4,- 
019,660 pairs having been made in 
March, 1946. 

A further analysis indicates that the 
production of cement and cemented welt 
shoes accounted for the largest incre- 
ment, with 734,120 pairs, followed by 
Goodyear welts, 517,835; staple welts, 
375,695; and McKays and Littleways, 
304,321 pairs. 


Boot and Shoe Recorder 














source when you can hove 
the finest binding available? 
Although our present supply of 
ARTUBE RIBBON is limited, we 
still have the binding you need in 
the width you need it. Our repre- 
sentative will call on you. 


THE ALLPEECE CORPORATION 


New York 57, N. Y. 


4059 Park Ave. 

















now. 
First served. 
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10,000 PAIRS OF THE FAMOUS 


Canadian Fiyer 


A real bread and butter item that’s “hot” right 
Order now. Don’t lose sales. First come, 


@ Full Grain White Elk Leather Shoe 

Full Lined Shoe and White Felt Lined Tongue 

High Flare Top Pattern 

Solid Leather Outsole 

Nickel Plated Eyelets and White Laces 

Felt Sock Lining 

Nickel ~~ famous UNION HARDWARE Tubular 
ates 

Graceful style for Girls’, Misses’ and Ladies’ 


| Only Bona-Fide, Non-Cancellable 
Pocked 12 peir regular ren te o cose 
| ARNOFF SHOE CO., ENC. 12), WANE STREET 





For immediate Delivery! 


OUTFITS 


WOMEN'S 
No. 3261 
Sizes 3 to ? 


$7.00 


PAIR 


Orders Accepted 











Herman Sperling 


WatTERTOWN, S. D.—Herman Sper- 
ling, 77, one of South Dakota’s oldest 
shoe merchants, died at his home here 
recently, after a long illness. Mr. 
Sperling operated an exclusive high 
grade shoe store for 45 years, and was 
in the shoe business in Watertown for 
55 years. He is survived by his wife; 
a daughter, Mrs. D. E. Ostby; two 
grandsons, John and Phillip Ostby; and 
a half-sister, Mrs. Ralph Young of 
Watertown. 


Meyer Gerdy 


CLEVELAND, O0.—Meyer Gerdy, one of 
Cleveland’s oldest shoe merchants, died 
recently after an illness of eight weeks. 
Mr. Gerdy, age 74, was one of the 
pioneers in the electrical shoe repair 
business and later opened up a number 
of shoe stores. 

At the time of his death he was 
president of Gerdy’s Shoe Stores op- 
erating seven stores in Ohio. He was 
interested in a number of charitable 


organizations. 

He is survived by his wife, Bertha; 
three sons, Abraham, Manuel and 
Nathan; a daughter, Mrs. J. L. 


Zychick; and nine grandchildren. 


Januory 15, 1947 


Obituaries 


Some of Cleveland’s most prominent 
shoe dealers attended his funeral from 


-Deutch’s Funeral Parlor. The business 


will be continued as before by his sons 
and his son-in-law. 


H. Arthur Burch 


RocuHester, N. Y.—H. Arthur Burch, 
vice president of the E. P. Red Shoe 
Co., died recently in Genesee Hospital 
here. He was born in Auburn, N. Y., 
May 4, 1896, and for a number of 
years was associated with Dunn & 








McCarthy Shoe Co., Inc., Auburn, 
i 3 
Walter David Lever 


GAINESVILLE, GA.— Walter David 
Lever, 52, regional sales manager of 
Joyce, Inc., of Pasadena, Cal., died at 
his residence here recently. Mr. Lever 
was born in Columbia, S. C., and had 
made his home in Gainesville for 25 
years. He was a Mason and sa 
Shriner, and was a member of the 
Methodist Church for 45 years. 





Jerome B. Tushbant 


CINCINNATI, OH1I0—Jerome B. Tush- 
bant, 33, men’s shoe department mana- 


ger at the John Shillito Company de- 
partment store died of a heart attack 
recently while visiting in Dayton. 

He returned to Shillito’s last Febru- 
ary after three years of military ser- 
vice. He leaves a widow and a seven- 
year-old son. 

Funeral services were held in Day- 
ton, Ohio. 


James Theodore 


MANCHESTER, N. H.—James Theo- 
dore, proprietor of Theodore’s Shoe 
Store at 180 Chestnut street, died here 
recently. Mr. Theodore was a native 
of Greece and had been a resident of 
Manchester for 25 years. Survivors 
include his widow, four sons and two 
daughters. 


Harr y Ww. Collins 

New HAVEN, CONN.—Harry W. 
Collins, 56 year old assistant manager 
of the Langrock men’s shop, 268 York 
Street, and owner and operator of the 
store’s shoe department died of a 
cerebral hemorrhage which he suffered 
while working at the store. Mr. Col- 
lins had been associated with the 
Langrock firm for the past 23 years, 
and prior to that had been in busi- 
ness for himself as a shoe retailer. 
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-RAY | 
hoe Fitter, Inc. will con- | 
tinue, by every means poss- _ 
ible, to make its machines | 
available to an increasing | 
number of shoe merchants. 


X-RAY 
The Original Machine of 
its type will continue to 
serve the shoe merchant 
and his customers as a 
proven visual fitting aid. 


X-RAY 

Shoe Fitting, via the origi- 
nal X-Ray Shoe Fitter, will 
hold its place in the field 
of visual selling aids. 
X-RAY 

Sell-e-Vision is a vital step 
for any merchant who plans 
on improved shoemanship 
in 1947. 


Chances Are Better 


... that you can 
have a new X- 
Ray Shoe Fitter 
in 1947...if you 
place your order 
and allow a rea- 
sonable length 
of time for de- 
livery. Ask our 
X-Ray represent- 
ative or write, 


Aww) Tes 
X-RAY’ 
SHOE FITTER Jac. 


3533 NORTH PALMER STREET 














A-S141%% | 
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Trade Literature 


New York Shoe Club’s 
Year Book Out 


New York—The 1947 edition of the 
Shoe Club’s Year Book Diary recently 
was distributed to members of the or- 
ganization. 

Edited by Miss Minna Morganstern, 
secretary of the Shoe Club, the book is 
composed in the form of a diary, but is 
liberally interspersed with advertise- 
ments of 274 shoe firms, photographs of 
officers of the club, and occasional poem 
or significant excerpt. A foreword by 
A. H. Plotkin, president of the club, is 
included. 

The offices and clubroom of Shoe 
Club, Inc., are in the Hotel McAlpin, 
34th Street and Broadway. 


Issue Promotion Calendar 


— | 





Mishawaka, Ind.—Promotion tips for 
each season feature the 1947 calendar 
distributed by the Mishawaka Rubber & 
Woolen Co. fo its dealers. Along with 
the sales promotion and business-getting 
suggestions are 30 important dates, spe- 
cial weeks, and holidays, all of which are 
included on four insert sheets that may 
be torn from the calender pad and used 
for ready reference. 

Two honey colored, thoroughbred 
cocker spaniels are used in the color 
photograph on the calendar. 





Introduces Retailing 
To Space Salesmen 


The language and methods of retail- 
ing is the subject of the recently pub- 
lished “Let’s Talk Retailing,” written 




















IN 
Sr. LoU\> 


HOTEL 


‘kennox 


by Clyde Bedell, author, lecturer and 
consultant on retail advertising, for the 
Retail Division, Bureau of Advertising, 
American Newspaper Publishers Asso- 
ciation. The book represents the di- 
vision’s first step in familiarizing news- 
paper space salesmen with retailing. 

Of the four chapter book, three elab- 
orate on the theme, “The Seven Keys to 
Retail Profits,” and the final chapter is 
devoted to the definition and discussion 
of retail terminology. The specific pur- 
pose of the 122-page volume is to ele- 
vate the newspaper salesman to the 
business conversational level of the re- 
tailer by knowledge of retail language 
end operation—to enable him to ap- 
proach the sale of space constructively, 
with increased understanding and new 
vision.” 

“Let’s Talk Retailing,” with an ac- 
companying usage guide, is available 
free of charge to all members of the 
Bureau of Advertising, and to all oth- 
ers interested for $1.75. 

















Offer Foot Health 
Educational Film 


New YorK.—The discovery by the 
National Foot Health Council, after 
measuring the feet of millions of stu- 
dents, that 87 per cent of children in 
public schools in 1946 wore outgrown 
shoes has moved a shoe manufacturer 
to do something about the situation. The 
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With No Commercial Ski Boots 
Available This Year — Order Now! 
U. S. Gov't Surplus 


SKI - MOUNTAIN 
BOOTS 












All that’s NEW in plastic displays 


Here’s the big news in shoe sales-makers—functional 
displayers in clear plastic that give you “merchandise 
dominance”. Complete new line... Metal is back in 
a big way, too. Write now for complete information. 


It will pay you to do so. 


L. A. DARLING COMPANY, BRONSON, MICH. 
Displayrooms » NEW YORK and CHICAGO 





DISPLAYS 
DISTRIBUTOR 


Look to your friendly Darling Displays 
Distributor for everything you need in 
display equipment. 








Excellent Work Shoes! 


Sell these low-priced ski- 
mountain boots as work 
shoes and watch them 
move. Water - resistant 
uppers; rubber cleated 
non-slip soles. Fit gov't 
ski bindings; you remove rubber cleats 7 
from soles and they fit most stondard 
bindings. “Rocker-bottom™ for easy walk- 
ing. Bought by miners, formers, dairy- 
men, linemen, road builders; workers in 
steel mills, sloughter h 

Gov't sizes 5 te 92 equivalent te 

STANDARD SIZES 7 TO 11'2 
Eoch width pecked 12 peir rae sizes per case 


No restrictions on quantity . . . but supply is limited 
Order Now! 


120 EAST 16th STREET - 








75 


PAIR 


In units of 12 pairs 
in a well-balanced 
size grouping. Min. 


ice h order 12 pairs. 





: D, E, 





All sales fiaci 


SERVICE MANUFACTURING CO., INC. 


NEW YORK 3, N. Y. 





result is a two-reel motion picture, “The 
Danger Line,” produced for use in ele- 
mentary and junior high school grades. 

This is a 16 mm. film, with sound, 
that runs 18 minutes. An eight-page 
teaching unit is sent with it. The film 
is available without charge, except for 
transportation costs, through the Insti- 
tute of Visual Training, 40 East 49th 
Street, New York 17, N. Y. The sponsor 
is the Thom McAn Shoe Stores. The 
film contains no advertising. The Wil- 
liam J. Ganz Company of New York 
was the producer. 

The part of the school nurse is played 
by a current Broadway star, Ann Burr. 
The story opens with a ball game dur- 
ing recess. The boy at bat makes a 
hit, but his stumbling run to first base, 
where he is put out, suggests that he is 
a cripple. The school nurse, who has 
been watching the game, comments on 
the incident when the class reconvenes, 
and her questions indicate that the boy 
is not a cripple. He confesses that his 
floundering run was caused by tight 
shoes. 

The nurse arranges a special discus- 
sion and demonstration on foot care, 
shoe comfort, correct walking and pos- 
ture. She shows the children a “size 
stick” with which shoe salesmen meas- 
ure a foot to determine the proper size 
shoe that should be worn. She brings 
several boys and girls to the front of 
the class so she can explain the points 
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at which a shoe should be examined to 
test their correct length and width. She 
demonstrates proper posture and the 
correct manner of walking, and the 
camera points up the demonstration by 
following boys and girls along the street 
at their regular pace and in slow mo- 
tion. 

As a practical reminder of the les- 
son, the nurse shows the class how to 
make a “Danger Line” chart to protect 
their feet from tight shoes. She shows 
them how to mark the size of their feet 
on the easily made paper chart when 
they get a new pair of shoes, and how 
much to allow for foot growth before 
the shoes become dangerously tight. 





Report on German Leather- 
Treating Substitutes 


WASHINGTON—Detailed information 
on “Derminols,” a group of German 
synthetic fat substitutes for use in 
treating leather, is contained in a re- 
port now on sale by the Office of Tech- 
nical Services, Department of Com- 
merce. Experimentally produced by 
I. G. Farben, some of the materials are 
said to be desirable for greasing, im- 
pregnating and preserving leather. 

The report is a translation of I. G. 
Farbenindustrie documents, selected by 
Sherlock Swann and N. M. Elias and 


abstracted by the Industry Branch of 
the U. S. Army’s Field Information 
Service. 

Orders for the report (Products for 
the Leather Industry from Ethylene- 
chloride and Xylol and Through the 
Sulfurization of Xylol; PB-40346; 
microfilm, $1; photostat, $1; 5 pages), 
should be addressed to the Office of 
Technical Services, Department of 
Commerce, Washington, 25, D. C., and 
should be accompanied by check or 
money order, payable to the Treasurer 
of the United States. 





Reports Shoe Sizes 
Growing, Feet the Same 


Newark, N. J.—A. C. Fellman, a 
Newark shoe man who has been making 
surveys of shoe sizes for twenty-four 
years, including several for the Navy 
during the war, announced recently that 
during that period he has seen the most- 
worn-size in men’s shoes advance from 
7D to 9C. The greatest advance was 
made, he said, in the last eighteen 
months, as ex-s2rvicemen bought shoes 
a half to a full size larger than before 
the war. 

The most reasonable explanation, Mr. 
Fellman said, is that men got ac- 
customed to roomier and more comfort- 
able shoes in the Armed Forces. 
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Immediate Delivery-2%-10 Net-30 FOB Chicage 


Casuals - Sport Shoes - Slippers 


WHiaay v mae) yy 
COMPANY | 





JOBS 





; WE SELL 
UALITY SHOES 


~) 
Quality Shoes Since 1932 
1215 Washington Ave. 


St. Lovis 3, Mo. 


BARIS SELLS 


Quality Shoes from Surplus 
Merchandise, Better for Less. 
BARIS SHOE CO.., Inc. 
Worth 2-5180-1 
79-81 Reade St., New York 7, N. Y. 


From the Nation's 
leading Manufacturers 


. K. WEIL SHOE CO. 


While in Town See Weil 
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About Shoe People 





Owen W. Metzger, head of the 
Wetherhold and Metzger shoe stores, 
Allentown, Pa., has been appointed to 
the domestic distribution committee of 
the Chamber of Commerce of the 
United States. Mr. Metzger is second 
vice-president and chairman of the 
business extension council of the Allen- 
town Chamber of Commerce. 

7 7 

Arthur C. Utrecht, producticn mana- 
ger of the American Oak Leather Com- 
pany, Cincinnati, Ohio, will head the 
executive committee of the Cincinnati 
Club during 1947. 


- = = 
J. C. Murnan, a member of the dis- 
play department of Edison Brothers 
Stores, Inc., St. Louis, for 25 years, has 
retired with a lifetime annuity. He is 





J. C. MURNAN 


the first employee to be retired under 
Edison’s industria] pension plan. Mr. 
Murnan is 65 years old. 

At a recent luncheon in his honor, 
attended by company executives, Mr. 
Murnan was given a combination radio- 
victrola as a token of appreciation for 
his long service. Beginning his career 
with the firm in 1922 he decorated win- 
dows of the original store in Atlanta, 
managed by Sam Edison. With Edison 
Brothers’ expansion to its present oper- 
ation of 180 stores, Mr. Murnan was 
moved to St. Louis headquarters where 
he supervised all window operations as 
new stores opened. 


> > 7. 


The 50th birthday of the dean of Day- 
ton shoe merchants, P. J. Myers, was 
honored by the members of the Dayton 
Shoe Club recently, at the annual 
Christmas party of the organization. 
Seventy-seven of the leading shoe 
merchants and managers, under the 
chairmanship of O. B. Gardner, were 
present. The Dayton Shoe Club has 
been active since 1898. 


eS © .8 


After a major operation a few days 


after Christmas, Carl Fliesbach, mana- 
ger of the Chicago-area stores of Walk- 
Over, is recovering rapidly and expects 
to be back at his office within the 
month. 

6 7. . 

Charles A. Cohen has been appointed 
department manager of women’s slip- 
pers and playshoes at Macy’s New 
York, it has been announced by Murray 
Graham, vice-president. Mr. Cohen re- 
places Walter Greenspan, who has been 
temporarily transferred to other duties. 

Mr. Cohen joined Macy’s in May, 
1942, as Department Manager of Wo- 
men’s Slippers and Playshoes. He left 
the organization in December, 1943, to 
enter Infantry service. From Novem- 
ber, 1945, to September, 1946, he served 
with the Prosecution of War Criminals 
Division, Manila Section, as Investiga- 
tor and Prosecuting Attorney. He was 
released from active duty with the rank 
of 1st Lieutenant in October of last 
year, and rejoined Macy’s shortly after- 
wards. 

> > > 


“Bob” Lindsey of Charlotte, North 
Carolina, and “Jug” Cotton, of Long 
Beach, Mississippi, salesmen with the 
Williams Manufacturing Company in 
Portsmouth, Ohio, recently returned 
from a successful duck hunt at Grand 
Cheniere, in Southwest Louisiana. 


* > al 


Harold M. Goldman, formerly of 
Kresge, in Newark, N. J., recently 
opened his own store, The Shoe Box, 
2010 Morris Ave., Union, N. J. The 
store sells high grade women’s novel- 
ties, with the addition of a children’s 
line contemplated for the near future. 


il ° > 


Mrs. Janis Pollock, wife of Mark 
Pollock, Columbus, Ohio, shoe man at 
the Lazarus department store, recently 
gained nationwide recognition by win- 
ning the title of Mrs. America. Mrs. 
Pollock, the mother of four children, 
gave up the title and the $2500 prize, 
rather than leave her children for a 
nationwide tour. 

. . > 


Sandy Frank, formerly with Fred- 
erick Speier, recently assumed the posi- 
tion of sales assistant to William 
Manowitz, of the Well-Worth Slipper 
Company and the Hussco Shoe Com- 
pany. Mr. Frank will devote his time 
to acquainting distributors and job- 
bers with the national advertising and 
promotion plans of the company 
throughout the country. 


> > * 


Gerhart Glass and L. J. Hansen have 
recently taken positions on the sales 
force of the Midwestern branch office, 
in Chicago, Ill, of the Bristol Manu- 
facturing Corp. Mr. Glass, former 
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MEN'S SANDALS 
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stvito r . FLiLInG Peicio F ® fFeor 


IN STOCK IN CHICAGO 





Men's and Boys’ 


“BILLCO” BREEZER 


Brown saddle leather upper; Longlife Ponolene 





specify sizes wanted 


Ss re 
pair (tal wzes) pair 
immediate Delivery-2%-10-Net-30-FOB Chicago 
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Casuals - Sport Shoes - Slippers 
WILLIAM COHAN 


COMPANY 





HANDBALL SHOES 
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FIRST TIME IN 5 YEARS! 


andball Shoes 
Style No. 637 


IMMEDIATE 
DELIVERY 


$3.00 


PAIR 






sizes 6'/2-12 


BUFF CREPE SOLES 
CUSTOM HEEL and ARCH 
COLOR: BLACK, Packed 24 pr. 
to a case. 

Arnoff Shee Co.. Ine. 
101 DUANE ST., N.Y.C. 
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buyer in St. Paul, will cover the Minne- 
sota and Wisconsin territory, with head- 
quarters in Minneapolis. Mr. Hansen 
has been assigned the Ohio, Indiana and 
Kentucky territory. He previously was 
associated for twenty years with the 
LaCrosse Rubber Company. 
> > 7 


Harold B. Jacobson, associated with 
his father and uncle, of Jacobson Bros. 
Shoes, at 2427 Grand Concourse, New 
York City, has been cited by the War 
Dept. for meritorious civilian service 
during the war. The citation reads: 
“For contributions to the success of 
military operations through achieve- 
ments in improving security of low- 
echelon Army security and efficiency on 
difficult communications through the 
development of special purpose crypto- 
graphic systems.” 

> * > 

H. D. Erk, advertising manager for 
the Julian & Kokenge Co., Columbus, 
O., shoe manufacturers, has been elect- 
ed president of the company’s manage- 
ment club. Howard Hartranft, who is 
manager of the company’s standards 
department, was elected vice president. 

> = > 

Robert E. Blake, who is genera! coun- 
sel for the International Shoe Co., in St. 
Louis, has been elected to the executive 
committee of the St. Louis Chamber of 
Commerce. 

= . a 

The following changes in Burns Cu- 
boid representatives have been an- 
nounced by President James F. Sewell: 
Guy Morgan has been transferred to 
Head’s in Wichita, Kansas; Jack Red- 
dington to Lane Bryant, Chicago; 
John Saint to Monnig’s in Ft. Worth, 
and Carl Rode to Lasalle & Koch, 
Toledo. 

o 7 > 
’ Louis B. Grossman recently opened 
an infants’ and children’s wear store 
and shoe department at 5836 Lanker- 
shim Blvd., North Hollywood, Calif. 
Mr. Grossman was formerly with Fel- 
ser Bros. of Baltimore. 

> > > 

Bernie Mannheimer, president, and 
Danny Goldfein, secretary-treasurer, 
have opened the West Coast Shoe Com- 
pany, with offices in San Francisco. 
They will be factory distributors of 
juvenile footwear. 

7 > a 

Roy Wright recently opened a family 
shoe store at 376 So. Bellflower Blvd., 
Bellflower, Calif. Mr. Wright was with 
the Krieger Shoe Stores for 15 years. 

7 7” . 

Mr. and Mrs. Ralph J. LaShelle, shoe 
store owners in Junction City, Kansas, 
recently made a gift of $2,000 to the 
Kansas University Endowment Asso- 
ciation, Lawrence, Kansas, according to 
an announcement made by Chancellor 
Dean W. Malott, of the university. The 
gift was made in tribute to their son, 
Capt. Daniel LaShelle, who died Janu- 
ary 28, 1945, from wounds suffered 
shortly after the invasion of Luzon, 
Philippine Islands. 
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FIRST TIME IN 5 YEARS! 


BSodhpurs 


Style No. 826 


SIZES: 4-9 


$5.65 
5 PAIR 


Also Style 
No. 327. 
Same in 

Block. 






Brown Elk uppers. Leather 
lined throughout. Adjustable 
straps. 
Delivery March 15th 
Pecked 12 pr. te a case 
Arnoff Shee Co. Ine. 
101 DUANE ST., N.Y.C. 











BOWLING SHOES 
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Available for Immediate Delivery 
A NEW LOW PRICE ON 


toes) 6 LEATHER 


LADIES’ 


BOWLING SHOES 


® BLACK AND BEIGE LEATHER UPPERS 

©@ VENTILATED SHANKS 

@ RIGHT SHOE HAS as MARK BROWN 
RUBBER SOLE 
AND HEEL 

@ LEFT SHOE HAS 
LEATHER SOLE 







LADIES’ OXFORDS 
Sizes 4 to 8. Packed 
18 poir assorted sizes 
to case. 


$3.15 





MEN'S HIGH SHOES 
Sizes 6 to I!. Packed 2 24 


$3.90 
pair as 
OXFORDS, same as above . . $3 AS Pair 
Net 10 days, F.O.8. ities 


IRVING LAMET SHOE CO. 


333 W. Monroe St., Chicago 6, Ill. 
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WORK SHOES 








| Men's Steel Toe Safety Shoes 
Men's Popular Priced Work Shoes 


Union Made 





GOODWILL SHOE COMPANY 
Hollistoa, Massechesetts 











MEN'S SHOES 


WHEN STYLE'S 
IN THE PICTURE 


New York Offices, 508-510 Marbridge Bidg., New York 1, N.Y. 
‘West Coast Offices, 401-402 Haas Bidg., Los Angeles 14, Calif. 




















AMERICAN SHOE CO. 
21 W. Jef. Ave., 


A 
DETROIT 26, MICH. 
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X-RAY SHOE FITTERS 








_ 





PRIMEX. .. «1... 


most imitated shoe fitter. 
Our circular tells you why 
o © © Wee «. « oe 


PRIMEX EQUIPMENT CO. 
135 So. LaSalle St., Chicago 3, Ill. 
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Stoddard Named to 
Hudson Post 


Derroir, Micu. — Bernard Stoddard 
has been named first assistant buyer to 
C. Guy Dixon, in the basement women’s 
shoe department of the J. L. Hudson 


— - ~~ SI er 





BERNARD STODDARD 


Company, Detroit’s largest department 
store. He succeeds M. S. Higham, who 
left to go with the Boston Store in Chi- 
cago. 

Mr. Stoddard was formerly with the 
Hudson basement organization on the 
buying staff, and left about a year ago 
to take over a post as buyer for the 
Hocking & Gillies chain of shoe stores 
in Detroit. 


Lucky Shoe Store Modernized 


New YorkK—Store front remodeling 
and the installation of modern furnish- 
ings, recently completed, have made the 
Lucky Shoe Store “the best-looking shoe 
store operating between 110th and 125th 
Streets,” so David Black, owner and 
manager, firmly asserts. 

The store takes its name, in part at 
least, from a horseshoe inbedded in the 
pavement at the front of the building. 
Mr. Black attributes more than one sale 
to this talisman. 

The display space of the store has 
been increased three-fold by deepening 
the entrance and enclosing its sides 
with glass. The large, new sign above 
the store front is lettered with mir- 
ror glass, which is, Mr. Black says, as 
effective in the daytime as at night. 
The store is located at 230 West 116th 
Street, and caters exclusively to women 
and children. 

The interior has been the subject of 
improvement, also, with new leather 
chairs and increased fluorescent lighting 
setting an up-to-date tone. Mr. Black 
has also installed a kitchenette in the 
rear of the store. 

Mr. Black has been established at his 
present location for the past 14 years. 
He formerly was associated with A. S. 
Beck, in the New York area and vicin- 
ity, for many years. 
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MEN'S SLIPPERS 


~~ 


MEN’S OPERA 


| BROWN ALLIGATOR 
| Imitation Leather 
| 













$2.25 


pr. 


H-8025 





| FULL PLATFORM—LEATHER SOLES 
CALIFORNIA CONSTRUCTION 
| IN-STOCK for Immediate Delivery 


/P. WH. VOLK & CO., INC. 
Md. 


2-4 See 6. Se. 
VOLK SHOE STORE SUPPLIES, INC. 
wise VO) ke ath St. Phila. Pa. 
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HAND PAINTED BLACK FAILLE 
Bows 











Rose RED 2 PR. 
cence | eam | teeaseeet 
Pen oer. GREEN DELIVERY 

2% 1@ DAYS All Bows With Clips 


RAY BOW COMPANY, INC. 
275 Bread St., Lynn, Mass. 

















| ARMY SHOES 
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ARMY SHOES 


Immediate shipment men's Army Shoes. 
Rebullt. Top quality 
Continuous supply. 


SCHULTZ SHOE CO. 
908 N. 10th St., St. Louis, Mo. 
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News of the Sulesmtnt dil Suyplis 


Holmes Named Leather 
Company Official 


WILMINGTON, DeLt.—J. B. S. Holmes 
became vice-president in charge of sales 
of the Beadenkopf Leather Company, 
manufacturers of kid leathers, here. 





J. 8. S. HOLMES 


Mr. Holmes will be in charge of all 
domestic and export sales of leather. 
He resigned December 1 from the du- 
Pont Company with which he had been 
associated since 1936. At the time of 
his resignation he was assistant sales 
manager of the Nitrogen Products Sec- 
tion of the Ammonia Department. In 
this capacity, he had traveled widely in 
the United States, Central Canada, and 
the Maritime Provinces. 





Nunn, Bush and Johnson 
Retire from Nunn-Bush Co. 


MILWAUKEE, Wis.—The retirement of 
Henry L. Nunn, A. W. Bush, and J. C. 
Johnson, as president, vice-president and 
secretary, respectively, of the Nunn- 
Bush Shoe Co., here, “to give younger 
men a chance in the management of the 
business,” was announced recently in a 
letter to the stockholders and employees 
of the company. 

The three men, the youngest of whom 
is Mr. Nunn, 68, will also retire as di- 
rectors but will remain as an official ad- 
visory committee. 

The company was founded in 1912 
by two of the retiring officials, Mr. 
Nunn and Mr. Bush, with W. E. Weldon, 
M. V. Kedian, and J. B. Buchanan, the 
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present treasurer. Mr. Weldon left the Lukas, prior to joining the Armed 
firm in 1921, and Mr. Kedian is dead. Forces, had long experience in the shoe 
The Nunn-Bush Shoe Company is recog- 
nized as a leader in the field of man- 
agement-labor relations. 





Hold Christmas Party 


HIGHLAND, ILL.—The annual Christ- 
mas‘ party of the Moulton-Bartley Shoe 
Company, attended by factory em- 
ployees, superintendents, executives, and 
their wives, was successfully held at the 
company’s factory in Lindandale Park, 
here. The traditional affair included 
dancing and refreshments. ° 





To Cover Southeast 


New Yorx.—Stephen Lukas recently 
joined Monogram Footwear, Inc., to 
represent their Risque line of footwear 
in the Southeastern territory of the 
United States. His first appearance in 
his new capacity was made at the Guild business, which included retailing, sell- 
Show in New York, January 6. Mr. ing and manufacturing. 


Modern Art Influences Shoe Advertising 





STEPHEN LUKAS 








Baltimore, Md.—Surveying plans for the new advertising campaign of “French 
Moderns” are, left to right, Eiken Ries, vice-president of D. Myers & Sons, Inc.; 
Joy Hodges, ster of stage, radio and musical comedy; and Elkan Myers, president 
of D. Myers. In the belief that “the best styling receives its inspiration from 
Freace, and that there is an illustrative affinity between a beautiful modern French 
shoe model and a celebrated painting in the French modern manner,” the company 
will soon launch the “Tollored Tred French Moderns” line of women's shoes ia 
coasumer fashion publications, against a background of modern Freack art. 








Shoes for the Governor’s Family 
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Tallahassee, Fla.—Mrs. Millard F. Caldwell, wife of the Governor of Florida. 
learns about a new Florida industry when she and her daughters, Sally and Susan 
(right), are presented with three pairs of shoes by Thomas F. O'Byrne, founder 
of the Flamingo Shoe Co., of Daytona Beach. The company is the first shoe manu- 
facturer to come to Florida and specializes in original designs of shoes made from 
unusual materials such as deep-sea bass, rattiesnake, cobra, alligator and lizard. 





Employees Given Party 

DANVERS, MAss.—Employees of Mrs. 
Day’s Ideal Baby Shoe Company and 
of the Herbert A. Miller Shoe Company, 
both of Danvers, were the guests recent- 
ly of the owners of these two companies, 
Mrs. and Mr. Paris S. McCutcheon, at a 
Christmas party in the local Masonic 
Temple. Following an elaborate dinner. 
entertainment consisted of choral sing- 
ing of carols by the guests, musical 
selections by professional soloists, and 
dancing. 





Three Promotions in Footwear 
Division at U. S. Rubber 


New York—Arthur J. Hocking has 
been appointed manager of sales pro- 
motion in the Footwear Division of 
United States Rubber Company, it was 
announced recently. 

Mr. Hocking will be responsible for 
all promotional activities of the divi- 
sion, including displays, packaging, 
movies, sales booklets and special activi- 
ties at point of sale. 

Mr. Hocking brings to his new posi- 
tion a wide experience in the field of 
style and design. He hds been asso- 
ciated with the rubber company since 
1943. During most of that time, he 
assisted in product development at the 
Naugatuck footwear plant. 

Promotiorfs of Herbert S. McWhorter 
to sales manager of the Pacific Coast 
division and of Louis J. Healey to dis- 
trict manager of San Francisco branch 
were also announced by Gregg T. Ward, 
branch sales manager of the rubber 
company’s footwear division. In his 
new position, Mr. McWhorter will be 
in charge of footwear division sales in 
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Los Angeles, San Francisco, Seattle and 
Denver districts. 

Mr. McWhorter, a native of Hatties- 
burg, Miss., joined the rubber company 
in January, 1930, as a salesman in the 
New Orleans branch. In July, 1956, 
he was made cistrict manager of New 
Orleans branch and four years later 
was appointed district manager of San 
Francisco branch. 

Mr. Healey, new district manager of 
San Francisco branch, started work in 
that branch as a sales clerk in August, 
1939, becoming a salesman a year later. 
In August, 1941, he joined the U. S. 
Navy, serving as a Lieutenant on a 
mine sweeper in the Pacific theatre dur- 
ing World War II. Upon his return to 
the rubber company in February, 1946. 
he became district manager’s assistant 
of San Francisco branch. 

All three appointments became effec- 
tive January Ist. 


Compo Pays Year-End Bonus 


Boston, MaAss.— Payment of ap- 
proximately $64,000 in bonuses to em- 
ployees of Compo Shoe Machinery 
Corporation, at the rate of 10 per cent 
of 1946 earnings from wages and 
salaries, has been announced by W. H. 
Bresnahan, president of the corpora- 
tion. One-half the bonus was paid be- 
fore Christmas; and the balance will 
be paid in March. 

This is the fifth consecutive year 
that employees of the corporation have 
received year-end bonuses. This last 
payment was at the same rate as the 
bonuses paid for the three previous 
years. 

In addition, the corporation provides 
group life insurance and group acci- 





dent and sickness insurance on a con- 
tributory basis, and pays the entire 
cost of surgical protection for em- 
ployers and hospitalization benefits for 
employees and their dependents. 





Brothers’ Sons Return 
To Work in Company 


New YorkK—William E. Garofalo, 
son of Emil Garofalo, president of 
Garofalo Mfg. Corporation, of Brooklyn, 
and James “Pat” Garofalo, son of 
James Garofalo, treasurer of the Garo- 
falo Corporation, have been discharged 





WILLIAM E. GAROFALO 


from the Armed Services and have en- 
tered the business of their fathers. 
After four and a half years of service 
in the Army as teacher in the use of 
weapons, William Garofalo was dis- 
charged with the rank of major. He 
has chosen the cutting branch of the 
business as his specialty, concentrating 





JAMES “PAT” GAROFALO 


on design, and also serves as assistant 
secretary of the organization. 

“Pat” Garofalo served in the Army 
Air Forces for four and a half years 
as a member of a B-25 squadron in 
Africa, and is the holder of the Purple 
Heart citation. He is specializing as 
operator in the fitting room and general 
supervisor of the office staff, and holds 
the position of vice-president and sec- 
retary in the company. 
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“GLAMORIZERS” 


by ACE BOWS 











No. 95 
Genuine Black Patent. Bicck, Town Brown, 
Army Russet, Red, Navy Calf; Black, Brown, 
Navy, White Suede. Diamond Cut Rings— 
Gold or Silver. 

$6.60 per dozen. Terms: 2% 10 days 

(Twelve Pair Minimum Order) 
immediate Delivery. All Bows with Clips. 
Samples of other styles on request. 
ACE BOWS, INC. 

212 20th Street Brooklyn 32, N. Y. 

















MOCCASINS 





WOMEN’S MOCCASINS 


High grade smooth 
elk uppers, brown 
orthopedic rubber 
soles. 








Immediate 
Delivery 


M wigtns $2.50 
Sizes 4 te 8 net 


Brewn—7/100, White—7/0!, Brown and White—7!62 
Semple Pairs giodly sent on request 


KRISCHER, ROGERS & FISCHER 
20 No. 4th St. Phile. 6, Pe. 
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SADDLE OXFORDS 














WOMEN’S SADDLE OXFORDS 





immediate Delivery 


Sizes 4 to 9, M and C widths. Semple pairs 
gladly sent on request. 


KRISCHER, ROGERS & FISCHER 
20 No. 4th St. Phila. 6, Pa. 
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Keith Salesman Receives 

Legion of Merit Citation 
Brockton, Mass.—Lt. Col. Thomas 

A. Bailey, Army Air Corps Reserve, the 


Middle West representative of the 
George E. Keith Company, was recently 





THOMAS A. BAILEY 


awarded the Legion of Merit citation 
for “outstanding service in greatly in- 
creasing the overall efficiency of (Max- 
well Field, Ala.) ... Col. Bailey’s su- 
perior executive ability and exemplary 
devotion to duty reflect great credit 
upon himself and the Army Air Forces.” 

Mr. Bailey, a resident of Indianapolis, 
managed the Walk-Over shoe store 
there when he entered the service in 
1940. Since 1921 he served as manager 
of Walk-Over stores in Toledo, East 
Liverpool, Lima, Ohio and Baltimore. 
Discharged in November, 1945, he is 
now the salesman for men’s Walk-Over 
shoes in five Middle Western states. 

At a recent dinner of the Indiana 
Shoe Travelers Association, Mr. Bailey 
was elected to the board of directors for 
a two-year term. 


Form Wholesale Shoe Firm 


Sr. Louis, Mo.—Alfred Clifton and 
Harry D. Cohen have announced the 
formation of a new wholesale shoe firm 
to be known as the Clifton Shoe Co., 
Inc. The firm is operating at 411 N. 
Copy A 

Officers are Alfred Clifton, president 
and treasurer, and Harry D. Cohen, 
vice-president and secretary. Whole- 
saling men’s, women’s and children’s 
shoes in the $5 to $7 retail bracket, the 
firm also will act as agent for several 
manufacturers. 

Mr. Clifton previously was buyer for 
Miles Shoes, Inc., New York, for two 
and one-half years and also was asso- 
ciated with Edison Bros. Shoe Stores, 
Inc., St. Louis for 12 years. Mr. Cohen 
was a shoe buyer for S. & S. Simowitz, 
Inc., Augusta, Ga. for two and one-half 
years; prior to that he was connected 
with Edison Bros. for 11 years. In ad- 
dition to the principals, Jesse Wolfert, 
an attorney, is the third member of the 
directorate. 
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SANDALS 
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A BRIGHT, GAY SALES MAKER 


This new Women's PEBBLE GUARD 
SANDAL is made of synthetic rubber, 
molded into one solid piece; and will 
prove indispensable at the beach and 
in shower rooms. 
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immediate 
Delivery 

Colors: RED, BLUE, GREEN 

Sizes: 4 to 9, assorted to case 


Packed: 3% irs to a case of one color 
Terms: 2% 1!0 days, Net 30 F.0.8. NLY. 


Sole Distributor 
GEM FOOTWEAR COMPANY 
261 Fifth Avenue, New York 16, N.Y. 
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Casuals - Sport Shoes + § 


WILLIAM COHAN 


COMPANY 
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OUTDOOR BOOTS 
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ORIGINAL COWHIDE 


LADIES’ RUGGED WEATHER 
OUTDOOR BOOTS 


Toasty-Warm 
BROWN COWHIDE 
Fleecy Lining 


$5.50 


Drastic Reductions 


Sizes: & fo ? 
Packed 12 prs. 
feo case 


Zipper Style 
Fall Sheep Collar 


Alse available: Style No. 429, Leopard Velvet, 
Full Alpaca Sheep-Lined—$5.00 
Write for Folder. Other Styles 
CONJOR SHOE COMPANY 
287 Greedwey CO. 7-7972 New York 7, N. Y. 
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MOCCASINS 
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GOOD GRADE, STURDY | 
MOCCASINS | 


BROWN COWHIDE | 
UPPERS | 





Immediate Delivery 


Men's Sizes 6'/2-12 . $2.00 
a fee .. 2,00 
GUO. . .cscccccces 1.95 


Other type moccasins in stock 
Write for Folder 
CONJOR SHOE COMPANY 

287 Broedway 


New York 7, N. Y. 
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PRICE TICKETS 








PRICE TICKETS bring sales! 


Many Colors—109 prices to choose from 
WRITE FOR FREE SAMPLES 
MERCHANT'S SERVICE DEPT. C 
BOOT AND SHOE RECORDER 
20? So. STATE ST. CHICAGO 4 











Dickerson Officers Reelected 


Co_umsBus, O.—Walker T. Dickerson, 
president of the Walker T. Dickerson 
Co., was re-elected president of the 
company at the firm’s annual] meeting. 
It was also announced that Owen H. 
Dickerson, grandson of the firm’s 
president, was named as a member of 
the board of directors. 

Other officers renamed were: E. T. 
Melancon, treasurer, and Charles G. 
Shriner, secretary. In addition to be- 
ing elected to the board, Owen Dicker- 
son was elected vice-president. Other 
members of the board of directors are: 
Mr. Dickerson, president; Mrs. Eliza- 
beth Dickerson, Mr. Melancon, Walter 
Zuber, F. E. Burke and Mr. Shriner. 

Mr. Dickerson reported that the 
company completed the biggest year in 
its history with net sales for the 
year ended October 31, 1946 at $2,504,- 
173.42. 

Owen Dickerson has been appointed 
sales manager to replace W. T. Spang- 
ler, who will represent the company in 
the Mid-West as salesman. 





Adopt Profit-Sharing 
Retirement Plan 


CoLumBus, O. — At the annual 
Christmas meeting of all of the em- 
ployees of The Julian & Kokenge Co., 
held in the plant recently, Herbert 
Lape, Jr., president of the firm, an- 
nounced the adoption of a profit-shar- 
ing retirement plan covering all full- 
time production employees with five 
years’ or more service with the com- 
pany. 

Mr. Lape pointed out that this plan 
will assist the employees in their plan 
for income after retiring from active 
work, since it is supplementary to social 
security benefits and the employes’ own 
savings. 





Named Sales Agent 





New York—R. J. Clements, newly ap- 
pointed sales agent for R. Neumann & 
Company, fanners, will cover the New 
England upstate New York and Canc- 
dian territories. 





The plan provides that it will be 
financed entirely by the company by 
setting aside a portion of the company 
profits which will be placed in a fund 
deposited with the Trust Department of 
the Ohio National Bank of Columbus. 

The benefits paid at retirement are 
dependent on the company profits, 
length of service and amount of indi- 
vidual earnings. In the event of the 
death of a member of the plan, the 
amount of his or her credit balance 
in the fund will be paid to the bene- 
ficiary named. 


oo 


Joyce Adds to 
Manufacturing Facilities 


PASADENA, CALIF.—W. H. Joyce, Jr., 
president of Joyce, Inc., has announced 
that Shortell Shoes, Inc., Manchester, 
N. H., will soon begin to manufacture 
Joyce “Alerts” exclusively. 

James H. “Jim” Shortell will be the 
manager of the new plant. Grandson 
of the founder of M. Shortell & Son, 
he was associated for twenty-five years 
with that concern. 

The company will also open a new 
plant in Xenia, Ohio, about January 
20. Frank N. Baker, vice-president 
of the corporation, will be in charge. 
The Xenia factory, a division of Joyce, 
Inc., at Columbus, O. will manufacture 
several styles, making possible faster 
deliveries and giving better service to 
stores in the Middle West and East. 
The new plant will run a one-line opera- 
tion and it is estimated that around 
1,500 pairs per day will be produced. 





Change Address of St. Louis 


Shoe Division 

AxKrRon, O.—It was announced re- 
cently that the offices of the Shoe Prod- 
ucts Sales division of the B. F. Good- 
rich Company in St. Louis, Mo., have 
been moved to 5051 Southwest Avenue, 
from the former location at 1529 Wash- 
ington Avenue. G. M. Mitchell is the 
St. Louis district manager for manufac- 
turer’s sales, and R. C. Schoenbeck is 
sales representative for the replace- 
ment trade. 





Reual, Inc., Joins Shoe Guild 


New Yorxk.—Reual, Inc., a subsidiary 
ef M. Lauer, has joined The Guild of 
Better Shoe Manufacturers, it was an- 
nounced by Benjamin D. Schwartz, 
president of the Guild, recently. 

Producers of high style daytime and 
evening footwear, Reual, Inc., has been 
in business for one year while the 
parent organization, M. Lauer, is a 29- 
year firm. 

M. Lauer is president of Reual, Inc.; 
I. Lauer, vice-president; A. Beckman, 
treasurer. 
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SHOE POLISHER 














“ANALOID" PLASTIC TOP 
HANDY SHOE POLISHER 
Va 





* YOUR NAME + STORE FRONT 
* FOOTWEAR BRANDS 

can be beautifully reproduced on 

this Analoid Plastic Cn i 

AS A GIVE-AWAY it's unusual and 

different. Builds sales and prestige, 

pleases customers. 

OR A 25 CENT RETAILER with beau- 

tiful plain Plastic Tops. 
Oval Shape 3” x 1” deep. Yel- 
low, Blue, Green Liama Wool 


PHILA. BADGE CO. 
1007 Filbert St. Phila., Pa. 
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MOCCASINS 
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BROWN SMOOTH RETAN SPLIT 


MOCCASINS . 
Immediate Delivery 


$2.65 


Net F.0.8. Phila. 





MEN'S 6&1! 
BOYS’ 1-4 
WOMEN'S 49 
Also in 
Hand Sewn Golden Brown Retan 
Men's 3.50 ys' 3.40 


Min. Order 18 or 36 prs. ° 4 Eyelets 
Reinforced Plug ° Orthopedic Sole | 


KRISCHER-KLINE SHOES | 
34 No. 4th St. Phila. 6, Pa. | 








Buy Savings Bonds 
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Named Treasurer of Firm 


New YorK—J. D. Leibler has been 
elected assistant treasurer of Dr. A. 
Posner Shoes, Inc., according to an 
announcement made recently by Her- 





J. D. LEIBLER 


bert Posner, president of the cor- 
poration. Mr. Leibler is a grandson 
of the founder of the Dr. Posner Com- 
pany and is the third generation to be 
actively engaged in this business. 
Mr. Leibler has just been released 
by the U. S. Army. He enlisted in 
1943, was trained at Camp Crowder, 
Mo., and served during the war with 
the 119th Signal Radio Intelligence 
Company in Hawaii. He assumed his 
executive duties on December Ist. 


Nylon Anklets on Market 


Rockrorp, ILtt.—New 100 per cent 
spun-nylon sport and school anklets 
for women, misses and teen-agers have 
been put on the market by the Burson 





Knitting Company, here. 


An announcement asserts that the 
anklets look hand-knit, have brushed 
cuffs and are fashioned without seams. 
They are available in 11 colors, and are 
priced from $10.50 to $13.50 a dozen. 





Florsheim Statement Shows 
$1,242.547.91 Profit 


Cuicaco, Itt.—In the 54th annual 
statement to stockholders of the Flor- 
sheim Shoe Company, it is revealed 
that operations for the fiscal year end- 
ing October 31st, 1946, resulted in a 
profit of $1,242,547.91, after provision 
for doubtful accounts, depreciation, and 
taxes. 

The statement by Harold M. Flor- 
sheim, president, and Irving S. Flor- 
sheim, chairman of the board, asserts 
in part: “The continuance of many 
wartime controls and the shortages of 
leather and other essential materials 
made operations costly and difficult. 
The new fiscal year begins at a time 
when all controls have been removed 
from the hide, leather and shoe indus- 
tries and it is our belief that this will 
enable our company to operate on a 
more normal! basis.” 





The statement further notes that at 
a special meeting held on June 14, 
1946, the stockholders approved a two- 
for-one split of the Class A and Class 
B Common Stocks. After the two-for- 
one split, earnings were equivalent to 
$1.83 per share on 368,978 shares of 
Class A Common Stock and $0.91% 
per share on 618,120 shares of Class B 
Common Stock outstanding. 





Ohio Show Set for February 


ToLepo, O.—The Ohio Shoe Travel- 
ers Club has announced that its first 
show for 1947 will be held at the 
Deshler-Wallick Hotel, Columbus, Ohio, 
February 16, 17, 18. A general meet- 
ing of all members will be held on 
Saturday evening, February 15, at the 
hotel. 

A gala affair is being planned by 
the entertainment committee for Mon- 
day evening, February 17th. 

Under the leadership of Lester 
Abrams, founder and first president of 
the club, it has grown in less than a 
year to one of the largest shoe trav- 
elers’ organizations in the country. 
Marcus Swan is its new president. 





Pay Quarterly Dividend 

Str. Louis, Mo.— The Johnson, Ste- 
phens & Shinkle Shoe Co, has an- 
nounced that a guarterly dividend of 
25 cents was paid January 2 of rec- 
ord December 26. This stock was split 
two for one early in the Fall, following 
which 20 cents was disbursed in Octo- 
ber. Prior to the split the company dis- 
bursed 25 cents on the old stock quar- 
terly. 





New Wholesale Firm 


Sr. Louis, Mo.— Located at 1216 
Washington Ave. the St. Louis Shoe 
Co., wholesaling men’s slippers and chil- 
dren’s and women’s medium priced 
shoes, has been incorporated with the 
authorization of $100,000 capital stock. 

During the latter half of December 
the firm operated under the guidance of 
Charles Gardner, following the dissolv- 
ing of a partnership of Gardner and 
Jacque Orenstein. 

Common shares of the new organiza- 
tion are owned by Mr. Gardner, Goldye 
Gardner, Nathan Tureen, Boris Tureen, 
Martin A. Rosenberg and Frances 
Rosenberg. Prior to operating the part- 
nership and later forming the new con- 
cern, Mr. Gardner was associated with 
the Missouri Shoe Co. and the Modern 
Shoe Co., both St. Louis wholesaling 
firms. 


To Erect Factory Building 


Los ANGELES, CaLir.—CPA approval 
has been granted for construction of a 
factory building at 1316 West Fifty- 
eighth Street, here, for the Great West- 
ern Heel Company of that address. The 
quonset-type structure will cost $10,000. 
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CELLULOID SHOE FORMS 











; Bi ae , 
“ ea , Pa 





Lodies’, misses’, children's, Infants’ — flesh 
ried heel and 


color , va 
immediate delivery. Write samples, 
HOSIERY FORM details and Shoe Findings 


log. 
LYONS & COMPANY 


120 Duane St., New York 7, N. Y. 
QUALITY SHOE STORE SUPPLIES SINCE 1900 | | 
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SPORT SHOES 
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BROWN OR RED 


ELK SPORTS 
$3.75 






Available for immediate Delivery 


No. 447—Red Elk 
No. 450—Brown Elk 


Sizes: 5. to 9 AA widths only 
4 to 9 B widths only 


Packed in case lots—36 pairs of 
a width 


PLOTKIN BROS. 


47 West 34th St.. New York 1, N. Y. 











18,385 Employed in 
Shoe Factories 


BINGHAMTON, N. Y.—Shoe manu- 
facturing employs 18,385 persons in the 
Triple Cities with weekly payrolls av- 
eraging $613,022, according to an in- 
dustrial survey recently completed by 
the Binghamton Chamber of Commerce. 
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“Jim” Smedley with 
Chas. A. Eaton Co. 

BrockTon, Mass.—The Charles A. 
Eaton Company of Brockton, makers 


of Etonic Arch shoes, announce the ap- 
pointment of E. James (“Jim”) Smed- 





E. JAMES SMEDLEY 


ley as their Pacific Coast sales repre- 
sentative. 

Mr. Smedley has had twenty years’ 
experience in the shoe industry in va- 
rious parts of the Middle West and Far 
West. For the last seven years he has 
been connected with Roos Brothers. He 
makes his home in El Cerrito, Calif. 





Preview of Summer 
[CONTINUED FROM PAGE 89] 


more flattering to her foot since an all- 
white shoe, unless very open, makes a 
large foot look even larger and a small 
one, large. 

Among the dark shoes for June de- 
livery, several types are represented in 
the Guild lines. There are the very 
light looking Summer patterns .. . sling 
pumps with open or closed toes .. . 
very open sandals in smooth leathers, 
suedes, reptiles and patent leathers for 
wear with Summer cottons .. . in and 
out of town . . . silks, rayons and light 
woolens. Remember these clothes when 
you sell real Summer shoes in colors. 

Among the more tailored types are 
spectators, untrimmed d’Orsay, opera 
or regent pumps or pumps with tail- 
ored ornaments frequently with closed 
walled toes to give a more strictly tail- 
ored look. In this group, where 
smooth leathers predominate, except in 
two-tone spectators, an old favorite, 
the sabot strap, has been gradually re- 
covering its style position. It is a good 
year-round shoe for the style-minded 
woman who cannot wear pumps and 
who wants a smart tailored shoe that is 
not an oxford. 

There are other shoes on the border 
line betweeri tailored and dressy. Plain 
enough to wear with almost any simple 


Summer daytime costume, they have 
some little fine detail which makes them 
suitable for wear right through to eve- 





ning. Such a shoe is the untrimmed 
d'Orsay, closed back and toe, with scal- 
loped throat line, piped in contrasting 
white. You will be careful not to sell 
such shoes as all-purpose shoes but you 
should recognize their importance and 
practicality for many women. 

Last of all are the dressy shoes, 
chiefly suede, designed for wear with 
Summer prints and sheers and early 
Fall costumes. Here your fashion story 
lies in the harmony between these 
draped shoes and the soft draped lines 
of the new dresses. There is also a 
style story of surface contrasts to tell 
in suede shoes trimmed with satin or 
braid to coordinate with the same or 
similar treatments in clothes. 





Washington Newsreel 
[CONTINUED FROM PAGE 60] 


Belief in some industry quarters that 
export restrictions on hides, skins and 
leather are likely to be removed in the 
very near future were held to be pre- 
mature by a spokesman for the Office 
of International Trade of the Depart- 
ment of Commerce who discussed the 
matter recently. 

Any decision that is made in this 
matter will have important implica- 
tions for the shoe trade because of the 
effect it is likely to have on shoe prices. 
The hide market has eased somewhat 
since decontrol, but the lower prices of 
raw stock have not been reflected in 
quotations on finished leather. Shoe 
prices, generally speaking, can hardly 
be reduced as long as leather and labor 
stay at present levels. 

Many shoe manufacturers believe 
that if the hide market stays where it 
is or levels off still more, as has been 
predicted in responsible quarters, 
leathers will follow suit, thus paving 
the way for lower shoe prices. This 
readjustment would be postponed, how- 
ever, if export controls were lifted, 
thus permitting packers and hide deal- 
ers to dispose of their stocks abroad, 
where higher prices prevail. The gov- 
ernment is said to hold to the view 
that existing export controls on hides, 
skins and leather should be maintained 
until foreign demand declines to a point 
where the proportion of our output 
likely to be absorbed abroad approaches 
a more normal figure. 





New Shoe Factory 
Opened in Georgia 

CARROLLTON, Ga.—The National Shoe 
Company has leased a 10,000 square 
foot plant on Alabama Street here for 
the manufacture of shoes. The com- 
pany, the first of its kind in the Car- 
rollton area, began operation January 1. 

All the labor to be used in the new 
manufacturing enterprise will be ob- 
tained locally so far as possible with 
the exception of supervisors and skilled 
technicians. Both men and women will 
be given employment in the plant with 
the first payroll to list around 200 em- 
ployes. 
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GREAT LITTLE TIME SAVERS! 


PRICE TAGS 


to harmonize with your trim colors. 





IN-STOCE 


20 different color designs on tags 


Tell us your trim colors and we will send samples 





Size 


12 dozen—S$3.00 
sy CANADA 
109 different , 

Pri In Stock 12 dezen—$3.30 





LNAWLYVYdad AOIAUAS SLINWHOUANW 





With Store Name Imprinted: 
144 Tickets $5.25 
288 Tickets 9.25 





DISPLAY CARDS: $1.00 Each; 3 for $2.25 
List of texts to select from will be sea? os request. 


THE 











BEST WV BALLET 


Any selection of prices desired 
M. O. or Check with Order Please: 


Deluxe pleated toe shoe in biack or white 


kidskin. Style 10, $2.00 


Fall Sole student ballet, 

Style No. I!, $1.90 

Style No. |, Acrobatic Sandals 
Fawn or Block, 60 Cents 
Detolled informetion on Bi-Monthly Service ef Your Request 
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Form Jobbing Firm 


St. Louis, Mo.—Incorporating with 
$12,000 capital stock, Towne Shop Cor- 
poration at 1212 Washington Ave., shoe 
jobbers, will continue the operation of 


the Will Hoffman Shoe Co., a jobbing . 


firm which has been in operation at that 
address for approximately five years. 

In addition to jobbing women’s and 
children’s staple arch-type shoes the 
firm later will branch out into sports 
lires. President of the corporation is 
Will Hoffman. Irving Margolin and 
Julius Gassman, both associated with 
the Irving Shoe Manufacturing Co., 
Chicago, and Bert Hoffman comprise 
the directorate. 


Named E-J Assistant 


Treasurer 


Enpicott, N. Y.—Frank C. Knapp 
has been appointed assistant treasurer 
of Endicott-Johnson Corp., succeeding 
Clara M. Firth, who recently resigned 
after 45 years with the company. Mr. 
Knapp has been credit manager since 
1924, having started with the company 
as a sales bookkeeper in 1914. He is 
a member of the National Association 
of Credit Men and a past president of 
the Triple Cities Association of Credit 
Men. 
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208 SOUTH STATE STREET @ CHICAGO 4 ILLINOIS 


Open New York Showroom 


Los ANGELES, CAL.—Sbicca, Inc., 
opened its New York showroom in the 
Empire State Building on January 6. 
Arthur Sbicca of Los Angeles, sales 





MISS ROSE FADA 


manager of the organization, was in 
New York for the opening, and with 
Mrs. Sbicca will remain for several 
weeks. 

In charge of the Sbicca New York 
showroom is Miss Rose Fada, who re- 
cently joined the organization as New 
York representative. Miss Fada, prior 
to her association with Sbicca, Inc., 


Order now for earliest possible 
delivery. Terms: Net 30 days 





166 North 3rd Street, Columbus, Ohio 


was in the New York showroom of 
E. P. Reed & Co., for the past six 
years; before that she was with R. H. 
Macy & Co. in their shoe buying 
offices. 

The new showroom is decorted on 
simplified modern lines, with blonde 
furniture highlighted against a soft, 
neutral gray background, dramatized 
with a brilliant emerald green color 
accent, and a touch of shocking pink. 





Declare Dividend 


Gmarp, O.—Directors of the Ohio 
Leather Co. declared a 40-cents-a-share 
common dividend, a boost from the 
previous rate of 25 cents a share, as 
a result of big savings made by cut- 
ting preferred dividend requirements 
earlier this year. The common divi- 


dend was payable December 23 on 
stock of record December 16. 
The company earlier in 1946 had 


called in its 8 per cent and 7 per cent 
preferred stock, replacing it with a 
new 5 per cent preferred issue. Philip 
H. Schaff, vice-president and trea- 
surer, explained that savings on pre- 
ferred stock dividend requirements 
were enough to cover the increased 
common dividend payments. He said 
the whole amount disbursed for divi- 
dends remains about the same as that 
paid out before the preferred issues 
were changed. 
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SALESMEN WANTED SALESMEN WANTED | SALESMEN WANTED 














HERE'S PROOF THAT 


DAVID en OE CO. | | | oes eee 


OF BOOT AND SHOE RECORDER 


BALTIMORE, MARYLAND Seat sal fot a 





° * 3s : ° immensely tifying. This demon- 

Have openings for 4 Salesmen residing in respective strable prost of the ies and 

. . eficiency of your magazine, and we 
territories: whole-heartedly 


1. Kentucky and West Virginia tainly, Continue to” avail ‘curesives of 




















: them. 
2. Minnesota and North and South Dakota | MERRITT SHOE COMPANY, Inc. 
3. Oregon, Washington and Idaho | | 209 Essex Street Boston 11, Mass. 
4. Colorado and Utah | 
To sell our line exclusively consisting of: WANTED 
Salesmen who are carrying reputable Lines, 
Men’s and Boys’ Dress Shoes | Seta? Geant Uae and’ thee Wiapes oot 
Sandals, $7.00 to $9.00 retailers; to cover 
Men’s and Boys’ Work Shoes | areas in South, Middlewest, and 
Address 479, care BOOT & SHOE RECORDER 
Children’s Shoes and Boots 100 East 42nd Street, New York 17, M. Y. 
Women’s Oxfords WANTED: EXPERIENCED | SALESMEN 
. . ° e for well known Boston ri iy a 
Complete and finest line of men’s nationally advertised | fast line of Women's Novelty Footwea “Ly 
casuals | stock for at once delivery. Excellent commission 
| tee ee eee 
Men’s, Women’s and Children’s Sandals Sonn "Nevada, North "Debots, South Dakota. 
| Kom Mein Minne “Eestecky. Ale 
State your age—Traveling Experiences—previous lines baa, Georgia, Florida, Louisiana. | Write: Box 
carried—all inquiries kept confidential. Be prepared Gwent, Boston 90, Mam. 
for interview at our expense. | EXPERIENCED SALESMEN 
Wanted , A. Well Wholesale 


Write General Sales Manager 
Many territories availa 


E. A. DEITZ | ae no RATE, FOOTMTAL, SO 


807 East Baltimore St., Baltimore, Md. 











SALESMEN—SIDE LINE OR FULL TIME, 
Pads (shoe com- 
annie Se ee Se 


fort to retailers. 
AIRSTEP STEP PAD. COMPANY, 509 Fifth Ave 
nue, New York City. 


SALESMAN, with established trade. to carry | SALESMEN, EXPERIENCED, WITH FOL- SALESMEN: WELL ESTABLISHED MAN- 
Side Line Women’s Popular Priced Eve- LOWING, as Sideline, by Manufacturer of UFACTURER of High Grade Women’s 

















ning Shoes from Factory. Make up 4 weeks’ Ladies’ Embossed Shearling leisure Boots and Slippers and Casual Shoes wants experienced 
delivery, no less than 5 cases to a customer. Men’s Embossed Shearling Mittens. Stock on representatives; prefer men living on territory 
Commission basis. Address: Box #487, care of | hand. Ideal for dealers in Winter Sports areas. who have line of better grade dress shoes. Ad- 
Boot and Shoe Recorder, 10 High Street, Boston | Liberal commission. LEATHER PRODUCTS, dress #504, care Boot & Shoe Recorder, 100 
10, Mass. | INC., P. O. Box 685, Muskegon, Michigan. | East 42nd Street. New York 17, N. Y. 





CLASSIFIED ADVERTISING RATES 


The rate for epaeotazes of ionaine advertising is 10 cents a word under any of our classified headings. Minimum rate is $1.80 

or each insertion box number is desired, addressed to any of our offices, 12 words must be added for this and charged 
the word rate. If advertiser’s own name and address is used, count each word (street number is one word) at word rate. 

Clavethied advertising is payable in advance. Send check or money order with your copy. No accounts are opened for classified 

advertising except for reguiar advertisers on con 

The rate for all displayed or boxed in classified advertisements is $7.00 an inch with a maximum of 46 words per inch. 


all Advertisements for this page must be in our New York Office 10 days preceding publication date = 
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SALESMEN WANTED 





SALESMEN WANTED 











SALESMEN 


One of the outstanding Shoe Ornament 
Houses in the East has the following 
territories open: 


Maine Ohio 

Vermont lllinois 

i York State 

Now ivania 

| 4 Pennsy 

Connecticut The Dakotas 

Maryland Iowa 

Dist. of Columbia Minnesota 
Kansas 

Texas San Francisco 

Kentucky Las Angeles Area 

Tennessee 


We will give only consideration to men 
who have active accounts consisting of 
Chains, Jobbers, and Retailers in their 
territory. Our line is one of the best and 
the prices are definitely competitive. 
Highest commission basis. References 
required 


Address 5i2, care BOOT & ee. s/o 
100 East 42nd Street, New Y 








SALESMEN WANTED 
Manufacturers’ and Wholesclers 
NEW — CLOSE OUT — sUnrius 
Men's, Women's. Children 
SLIPPERS — PLAY SHOES — MISCELLANEOUS 
Good Merchondise—Good Prices 
5% Commission 


J. BENENFELD & CO. 


19 Hudson Street New York 13, N. Y. 





Address Box 513, care BOOT & SHUE RECORDER 
100 East 42nd Street, Kew York 7, HN. Y. 








SALESMEN WANTED 


To carry a good Styled Line of 
Growing Girls’ GOODYEAR 
WELT Shoes—Low Heels. Can 
be carried as Companion Line. 
Name territory you cover, age, 
and present line now selling. 
Information held strictly confi- 
dential. Commission 5%. 


Address Bex 486, care BOOT & SHOE RECORDER 
1@ High Street, Bester 10, Mass. 











SHOE SALESMEN WANTED 


To carry outstanding Line Wo- 
men’s Novelties, Sports and Casuals. 
Territories open consist of Georgia, 
South Carolina, Florida, Kentucky, 
Tennessee and Indiana. Territory 
well established and highly produc- 
tive. Only experienced men who 
know trade in these States should 
apply. Non-conflicting side line can 
be carried. Give complete details 
first letter. 


KRISCHER, ROGERS & FISCHER 


20 North 4th Street, Philadelphia 6, Pa. 








WANTED 


TEN SALESMEN TO COVER THE 
ENTIRE UNITED STATES, MAN- 
UFACTURER OF INFANTS’ PLAY 
TYPES, WELL KNOWN, AND 
FORMERLY SOLD TO THE JOB- 
BER ONLY. WANT ONLY MEN 
WHO HAVE A_ FOLLOWING 
AMONG THE CHAINS AND DE- 
PARTMENT STORES, NOT RE- 
TAILERS. LINE NOW READY. 
ALL TERRITORIES OPEN. 


Address Box 489, care BOOT & SHOE RECORDER 
10 High Street, Boston 10, Mass. 








WOMEN'S NOVELTIES 
Sport Oxfords and Casuals 
Boston Distributor wants experi- 


enced salesmen for the following 
territories: 


Missouri 
Virginia 

Good opportunity for right party. 
Give full particulars as to experi- 
ence, age and territory desired. All 
replies confidential. 


Address Gex 510, care BOOT & SHOE RECORDER 
10@ High Street, Gesten 10, Mass. 


SALESMEN WANTED 
FOR 100% Women's Leather Novelty 
Shoes. A sure fire line retailing from 
$5.50 to $6.00. All territories open. State 
qualifications and references. Replies held 
in strictest confidence. 


KULIN SHOE COMPANY 
16 Harding Street, Worcester, Mass. 








SALESMEN WANTED 


For Northwestern States: 
Kansas, Colorado, and Da- 
kotas, to sell high-grade, 
fast selling Line of Casuals, 
Play-shoes and Slippers for 
New England Manufacturer. 


Address Box 506, Care BOOT & SHOE RECORDER 
1@ High Street, Bester (0, Mass. 











SHOE SALESMEN 


Selling better stores only, to handle Man- 
lete Line Men's, Women's, 


ew England 
SESENTATION WANTED ONLY. 


Contact: MR. IRA KATY 


65-36 Wetherole St., Rego Park, L. L.. N. Y- 








S’ 


ALESMEN WANTED BY EST ABLISHED 
FiRM to carry Side Line of Men's, Wo 


men’s, and Childrvn’s fast moving Sandals, Slip- 
asuals. 


pers, Playshoes, and C 


All territories; 


5% commission paid weekly on initial and re 


erative. 


care Boot & Shoe 


men will find us more than coop 
Write full particulars. Address $501. 
ecorder, 100 East 42nd 


Street, New York 17, N. Y. 





Fast GROWING WHOLESALER wants 


High Grade and High Style 


Salesmen for 


Men's Shoes. In stock proposition. Good com- 


mission. Many 
following. Contact: Hal R. 
Inc., 114 West Broadway, 


to men with 
feiner Shoe Co.. 
New York City 13. 


territories 





oNtY THE —_ SALESMEN WANTED 
asbington, 


Virginia, North 





lished following. 


Commission 
after ability is proved. Give full particulars in 


reply. 
Phil 


A. Re ~aeee 26 No. Fourth Street, 











SALESMEN WANTED 


To represent attractive Line 
GROWING GIRLS and Wom- 
en’s GOODYEAR WELT Sport 
Types and Walking Shoes for 
following territories: New Jer- 
sey, Maryland, Florida, Georgia, 
Alabama, Wisconsin, Minnesota, 
Tennessee, Kentucky and Upper 
New York State. 


Address Dox 503, care BOOT & SHOE RECORDER 
10 High Street, Gesten 10, Mass. 














January 15, 1947 








W ANTED—Side Line 3 General Shoe 


Wholesalers’ Line, 


Many good territories ay Write a = 
qualifications to: Bex #494, care of Boot and 


Shoe Recorder, 


10 High Street, Boston 10, 


Mass. 





IVE MANUFACTURER AND 
PROGRESS! 


Fy Ho deires 
salesmen for a complete line of Men's, Women’s, 


Children’s and Infants’ shoes, slippers and rub 
ber footwear in the following territories op a 


: Arizona, California, C 


zume, Utah, Vermont, Virginia, and Hawaiian 


Adare 2496, care Boot & 


Please give full . ~ in first letter. 
Recorder, 100 


East 42nd Street, New York 17, N. Y. 
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SALESMAN WANTED 


SIDE LINE SALESMAN WTD. 


HELP WANTED 











S!DELINE SALESMAN for popular price 
Men’s, Women’s, Children’s; also Rubber 
Footwear. 5% Commission; al] territories. Ad- 
dress Box 3497, Care of Boot and Shoe 
Recorder, 209 South State Street, Chicago 4, Ill. 





he yey SHOE SALESMAN, WITH 

R, to sell a complete Line of Shoes for 
wet + 4 in Indiana and Western 
Kentucky. 6% commission paid weekly. LOEB 
SHOE COMFANY, 324 Elm Street, Cincin- 
nati, Ohio. 





SALESMAN FOR POPULAR PRICED Chil- 
dren’s Stitchdowns, Prewelts, Growing Girls’ 
Sport Oxfords and General Shoe Line. Address 
#492, care Boot & Shoe Recorder, 

42nd Street, New York 17, N. Y. 





S ALESMEN: Ohio- Pennsylvania territory; Ful! 

time representative to sell old established 
Line of Men’s and Boys’ Work and Medium 
Priced Dress Shoes. Guaranteed salary and ex- 
penses. Give previous sales experience and ref- 
erences. Address JUNG SHOE MFG. CO., 
Sheboygan, Wisconsin. 





COMMISSION SALESMEN ,for side line of 
Growing Girls Camp Moccasins for retail 

trade--direct from Manufacturer—Case lots 

only. Address: Box #505, care of Boot and 

Shee Recorder, 10 High Street, Boston 10, 
ass. 





SALESMEN FOR WESTERN PENNSYL- 

VANIA, OHIO AND WEST VIRGINIA, 
Women’s Shoes retailing from five to ten 
dollars. Please write full details first letter. 
VANITY SHOES, 34 North 4th Street, Phila- 
delphia 6, Pa. 





W ANTED EXPERIENCED SALESMEN; 

To carry In-Stock Line of Popular Friced 
Infants’ Puritan Welts, Comp Moccasins, Chil- 
dren’s Stitchdowns, Sandal basis. 
Write giving territory and = information. 
Address #509, care Boot & Shoe Recorder, 100 
East 42nd Street. New York 17, N. Y. 








Now AVAILABLE FOR THE NORTH- 
WEST TERRITORY the fastest selling 
Line of Student Dance Footwear and Ballerina 
Casuals, nationally known and advertised. If 
you are the right man, with established con- 
tacts in the trade, here is an opportunity to 
increase your income. We have been in busi- 
ness since 1931, servicing the finest accounts in 
this territory, including Washington, Orecon 
Idaho, Montana and Wyoming. Send applica- 
tion with complete details to Box #500, care of 
Boot and Shee Recorder, 1221 Locust Street, 
St. Louis, Mo. 





O SELL HIGH-GRADE, HAND MADE 
MEN’S HOUSE SLIPPERS as sideline; 
Commission basis. State present lines carried. 
a J. CORAN, 308 North 6th Street, St. Louis, 
0. 





LINE WANTED 


UPPER AND SOLE LEATHER LINE 
WANTED By established Salesman for 
Pennsylvania, Maryland and Virginia. Have 
necessary contacts for volume business. Address 
#485, care Boot & Shoe Recorder, 100 East 


42nd Street, New York 17, N. Y. 
M ANUFACTURERS! EXPERIENCED 
MAN Traveling Western Pennsylvania, 
Ohio and Indiana, calling on finest accounts 
only, desires reputable Line of Men’s or Wo- 
men’s. Available January 10th. Address #499. 
care Boot & Shoe Recorder, 100 East 42nd 
Street, New York 17, N. Y. 











WO EXPERIENCED SALESMEN WISH 

MANUFACTURER’S LINE of Leather 
Shoes for Texas and Louisiana. Have good 
following with retail trade: 12 years with same 
firm and territory. Would prefer short line 
that can be carried as sideline or exclusive. Ad- 
dress #508. care Boot & Shoe Recorder, 100 
East 42nd Street, New York 17. N. Y. 





S ALESMEN WANTED: To Sell Manufac- 

facturer’s Line of California Hand Lared 
Women’s Leather Outdoor Moccasins. Can be 
handled with other non-conflicting Shoe Lines. 
A fast selling, excellent product made in Cali- 
fornia. State territory covered and give refer- 
ences. BOX #540, WILSHIRE BLVD., Los 
Angeles 36, California. 





EADING MIDWEST WHOLESALER’S 

Line of Women’s Casuals, Sport Shoes. and 
Slippers—Popular Priced—S% commission; es- 
tablished accounts in following territories open: 
Ohio, Kentucky, Tennessee, North Carolina. 
South Carolina, Georiea, Florida, Alabama, 
Mississippi. Missouri, Virginia, and West Vir- 
ginia. Advise in detail references, and States 
you cover. Address Box #511, care of Boot 
and Shoe Recorder, 209 South State Street, 
Chicago 4, Illinois. 





SIDE LINE SALESMAN WTD. 








dren's Shoes and House Slippers, for the LT} 
territories: Upstate New York, New England. Missis- 
sippi, Virginia and Texas. 


POBEY SHOE COMPANY 
19 Hudson Street, New York City, N. Y. 











S'DELINE SALESMEN WANTED: ESTAB- 
LISHED WHOLESALE SHOE FIRM 
handling Women’s and Children’s Staples. Most 
territories open. Write giving experience 
references, and state what terri’ 

UDIN SHOE CORPORATION, 68 E. 13ist 
Street, New York 35, Y. 


SIDELINE SALESMAN for 

Mid-West, moderate jo 
Welts, full line Boys’ 
Sport Oxfords. ,~ hs #491, 
Shoe eg 100 East 42nd Street, New 
York 17, N. Y. 
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HELP WANTED 








DEPARTMENT MANAGER 
Pittsburgh, Pa. Man or Woman for high 
grade Children’s Department in Large 

mt Store. Applicant must have 
had previous Children’s Shoe experience. 
Salary $3,000, plus bonus. All applications 
strictly confidential. 

Address 502, care BOOT & SHOE RECORDER 

100 East 42nd Street, New York 17, N. Y. 











HOE MAN, EXPERIENCED CHILDREN’S 
SHOES take complete charge active Depart- 
ment, Connecticut. Excellent opportunity for 
right man. Address #490, care Boot & Shoe 
_— 100 East 42nd Street, New York 17, 
i oe 





SUPERVISOR WANTED 


By Manufacturer of Men’s High 
Grade Shoes, to travel extensively 
among owned retail stores audit- 
ing, supervising and merchandis- 
ing. Only applicants between the 
ages of 35 to 50 with broad re- 
tail background and experience 
need apply. In applying furnish 
full and complete information 
as outlined above. 


Address 457, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, N. Y. 








MANAGER 


For 
MODERN RETAIL LADIES’ 
SHOE CHAIN STORE 
Located In Detroit, Michigan 


Excellent Salary and Bonus Ar- 
rangement. On Only Experienced Re- 
tail Shoe Store Managers should 
apply in confidence to 


Box 487, Suite 1800 
Times Tower, N. Y. 18, N. Y. 

















FOR SALE 
pamax SHOE STORE, IN TOWN OF 
2,000 population in North Eastern New 
—— _Good ; Stock ,000; Sales over 


ory. Address 
100 East 42nd Street. New York 17. N. Y. 





BUSINESS OPPORTUNITY 








BUSINESS OPPORTUNITY 


Well Rated, Established Small New York Job- 

ber, selling Nationally, wishes to merge with 

= Wholesaler, or form Partnership 
th responsible experienced individual having 

oak shoe factory connections. Have 10 Sales- 

men who want good merchandise. 

Address 488, care BOOT & SHOE Gacenees 
100 East 42nd Street, New York 17, N 














UPERINTENDENT OR QUALITY AND 
EFFICIENCY MAN wanted, with estab- 
lished concern making casuals of the highest 
In answering ad please state experience, 
wages expected and references. All answers 
will be held strictly confidential. Address: Box 
#493, care of Boot and Shoe Recorder, 1221 
Locust Street, St. Louis, Mo. 


Eee SHOE MAN, Buyer and 

Manager of high grade Family Shoe Store, 
50 miles from New York; excellent oppor- 
tunity. Salary, plus bonus. Address #495, care 
Boot & Shoe —s 100 East 42nd Street. 
New York 17, . A 


PROGRESSIVE CHAIN HAS OPENING 
FOR CAPABLE MANAGER for one of our 
Family Units in Central Pennsylvania. Good 
salary and bonus to man who can luce. Ad- 
dress #498, care Boot & Shoe Recorder, 100 
East 42nd Street, New York 17, N. Y. 











Buy Savings Bonds 














MERCHANTS’ NEEDS 








oenenens SALE PRICE TICKETS 
ALL SIZES 
Printed with Lhe and Name of Your Store 


Also complete assortment of Spring Tickets 
and Labels. Write for samples. 
co. 


THE BEREND G. STAUFFER 
"Since 1856" 
6148 Venice Bivd., Los Angeles 34, Calif. 








FOR SALE 
EIGHT CASES WOMEN’S AND 
CHILDREN’S FLEECE SLIPPERS; 
light blue, red, pink, and blue. Chil- 
dren’s with fur—sizes 12/3; Women’s 


4/9. 
Address 507, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, N. Y. 














Boot and Shoe Recorder 

















HELP WANTED 








WANTED TO PURCHASE WANTED TO PURCHASE 








MANAGER 


Must be experienced and capable of 
managing volume, exclusive Ladies’ 
Shoe Store in Eastern Pennsylvania | | 
city. Salary and bonus. Give full 
particulars to: 
Address 514, care BOOT & SHOE RECORDER 

100 East 42nd Strect, New York 17. WN. Y. 








TOP PRICES FOR YOUR SURPLUS BETTER GRADE SHOES 


RELIABLE SPECIALISTS IN FINE SHOES FOR 15 YEARS 
M. K. WEIL SHOE Co. 


171% Weshingtes Aveave—St. Louis, Me. Centre! 4ev8 











MERCHANTS’ NEEDS 








Fischer Self Adjusting Bunion 
Protector 


Relieves Pressure on Bunicn, Pre- 
tects Ea Joliet. Preserves 
Staze of Hides Deformity. 


Ask Your Shoe Findings 
Jobber 
Est. over 40 years 
THE FISCHER MFG. CO. 
BEFORE AFTER Milwaukee (!. Wis. 











YOUR Fo tpver showing 
MEXICALI SANDALS 
Write THE MEXICO CO.. Celesice, Colt 

" sent on request. Terms: 
2/10, ne? 30. 








NEW 





For More Attractive Displ 


You'll wonder how you 
thout them 














WANTED TO PURCHASE | 








WE BUY 
SURPLUS AND COMPLETE STOCKS 
OF BETTER GRADE SHOES 
FOR CASH 


SHORT LEASES ASSUMED 


YOUR NAME AND BRAND 
PROTECTED 


IRVIN RUBIN, INC. 
“The House of Jobe’’ 
89 READE STREET 


New York City 
Phone BARCLAY 17-7887 








is available. Best quelity hecraches, san- | 





pared the You will find that a study of newspoper 
proper fit to shoes which od clippings is the quickest and least ex 
f + ft large around the top, pensive way to keep in touch with whot's 

™ slip at the heel, or gap at going on. 
| _— the sides. Any fullness or See‘ quapen Orie to fea one shee 
$ oo 4 wrinkles f= leather or fab this valuable service and the special short 
a rie are easily shrank with- term trial offer. No obligation; of course. 





Quality Shoes for Men, 


BARIS BUYS SELL YOUR JOB LOTS 


Women and Children 


FOR CASH _|SAM CAMITTA & SONS 
BARIS SHOE CO.., Inc. 95 Reade St., New York 13, N. Y. 
Worm 56s FOREMOST SHOE BUYERS SINCE 1906 


79-81 Reade St., New York 7, N. Y. 





COrtiendt 7 -6373-9 








GET TOP VALUE 

















In Selling Your Pi CASH PAID FOR 
* SURPLUS STOCKS or SHOE STORES 
* COMPLETE STORE CLOSE OUTS, JOB LOTS 
CAMITTA SHOE CO. SHORT LEASES ASSUMED 
120 No. 4th St. Philo. 6, Pa B. SABIWN 
Phene—LOMberé 2062 98 DUANE ST. NEW YORK 7, N. Y. 
Telephones WOrth 27-2515 
MY HOBBY sake itindindin en ee 
Buying, Selling Shoes for 35 years 
CASH TOP PRICES | WILL BUY CLOSE OUTS AND 
Discontinued stocks COMPLETE STOCKS 
HARRY HESS of Quality Shoes for Men, Women ond 
76 Reede Street New York 7, N. Y. Children 
Telephone: WOrth 2-896! FOR CASH 








BROITMAN-GAFFIN SHOES, INC. 
147 Duone Street, New York 7, N. Y. 
Telerhone: WOrth 2-4548 














MERCHANTS’ NEEDS : 











FIT COMES FIRST __MERCHANTS' NEEDS 
bADVERTISING 
ay. QUTTEUE 


—here’ how to get 
More Business! 


with the original | 
SHOE DOCTOR SHRINKERS | 














Curved type Irve ee. | § § eS Le 


Special combination offer $32.50 (fluids VINCENT EDWARDS & Co. 


included in above prices). 
Send your order or write for detail information 


E. C. SMELTZER CO. | 
121 E. Sist Street, Indianapelis, Ind. poner od. linsing ZX yt pt .. -: 
| short term trial i 























Januory 15, 1947 

















ORDERS FILLED AS RECEIVED 
° 


Top Grade Brown Elk Uppers 
Genuine Oak Bend Heavy Iron Soles 
Genuine Goodyear Welts 


Also Same Style in Scotch 
Grain... $4.75 No. 1590 


GREENHOOD'S 





MEN'S LOUNGERS-—/MMEDIATE DELIVERY 


Delivery Guaranteed 2/3 Weeks 





Sizes: 6-10, 7-10, 7-11, 7-12, D W!2THs 


ONLY 


OTHER STYLES IN STOCK 


SHOE CO. 121 w. 


Style 1505 


90 


Terms 2%—1i0 days. 
F.O.B. Norfolk, Va. 


Main St., Norfolk, Va. 














| 











BRANNOCK DEVICE. Univer- 
sally used, in majority of American | 
shoe stores,—by Army and Navy © 
shoe fitters—and in global service. 


Adult Model for men and 
women $15.00 | 
hnior Model for children $1250 


Available at special cooperative 
price if ordered through certaia 
shee manufactarers — fer this list 
end full details write to 


THE BRANNOCK DEVICE CO. 


£2. MEW YORK 


SYR ACUS 








U. S. Factories Bought 
By Endicott-Johnson 

JOHNSON City, N. Y.—Endicott- 
Johnson Corp. has purchased the gov- 
ernment-built group of factories for 
rubber sole and heel production from 
the War Assets Administration for 
$1,750,000. 

Present plans will confine the Para- 
cord factory to rubber shoe and boot 
production, with rubber heels and 
soles being concentrated at the new 
unit. 
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Advertising—Promotional 
. Magnet 


[CONTINUED FROM PAGE 112] 


ed shoe. But when he believes the shoe 
he is selling to be the genuine article, 
and he has a perfect right to use the 
name, he naturally continues to do so, 
until such time as it is brought forcibly 
te his attention that he has no right to 
such use. The cheapest and most effi- 
cient method of so bringing it to his no- 
tice, and to the attention of his cus- 
tomer, is by extensive advertising in 
his business paper and in national 
media:—not by recourse to expensive 
litigation. 

Another interesting case is that of a 
manufacturer who, for want of a better 
procedure, spots a specialty shoe or line 
with a strong retailer who is smart 
enough to promote it intensively within 
his trading area. Because it is a suc- 
cessful promotion it attracts the atten- 
tion of the trade. Soon the identity and 
the name of the shoe becomes subju- 
gated to that of the store promoting it. 
The consumer thinks of the store in 
which he bought the shoe not of the 
trade marked name of the shoe itself. 
The retailer will have no objection to 
this, but will understand that national 
distribution is never built by one outlet 
alone. 

Still another interesting case is that 
of a medium priced line which, for a 
generation had been sold nationally as 
well as very effectively by a small New 
York City chain. Because of the fact 
that the line was well advertised by the 
manufacturer and backed up by exten- 
sive newspaper advertising by the chain, 
the trade mark and the store’s name 
were always coupled, and enjoyed a mu- 
tually favorable reputation with New 
Yorkers. Sudden shortages induced 
the store first to add non-trade marked 
shoes and finally haberdashery to their 
stock. The manufacturer was suddenly 
confronted with the fact that the name 
of the outlet which has been for years 
exclusively his own was fast becoming 
more prominent in the New Yorker’s mind 
than his trade marked shoes for which 


the store has always been famous. And 
further that the all-over complexion of 
the store had changed radically from a 
SHOE STORE to a MEN’S WEAR 
STORE, with shoes as a minor function. 
As is so often the case, there then arose 
disputes over the prominence of display 
of the manufacturer’s window signs and 
counter cards. Because that manufac- 
turer had a sustained record of success- 
ful national advertising and because he 
was big enough to recognize that vigil- 
ance is the price of success, no perma- 
nent harm had been done. Retailers can 
undoubtedly cite, from their own ex- 
perience, cases in which the retail store 
has similarly lost identification to a 
brand, but such examples usually volun- 
tary, only serve to prove the importance 
of real MUTUAL cooperation in adver- 
tising effort by retailer and manufac- 
turer. In advertising, as in everything 
else, there is, of course, a point at 
which diminishing returns must set in. 
But the protection which advertising 
gives against sales inertia attendant on 
competitive stalemate cannot be denied. 
This is particularly true in shoe selling. 

We have mentioned that advertising 
makes for more sensible styling, fewer 
clearances and seasonal mark-downs. It 
is doubly true as competition increases 
and value and style become more im- 
portant in shoe selling. Some retailers 
and manufacturers feel content to let 
style and quality carry the promotional 
burden. To be successful, a national 
brand must have both style and value, 
in a measure at least, equal to other 
lines selling competitively with them. 
Obviously then, the more carefully 
planned national advertising the manu- 
facturer places on the line or lines the 
retailer sells, and the more intensive 
localized promotion the retailer puts 
behind them, the closer we will come to 
our goal of three to four pairs of shoes 
per capita in 1947. 


Buy Savings Bonds 
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The Dr. Posner shoe was developed by a man 
who spent his lifetime creating and perfecting chil- 
dren’s quality health shoes. 

The Dr. Posner “Body Balance” last was the first 
important change in children’s shoe lasts in years! It 
was the direct outcome of scientific study by a group 
of competent medical authorities. 

With the Dr. Posner Shoe you sell a children’s foot 
health service. It means better bodily health in years 
to come. It means customers that give your shop pro- 
fessional distinction — and sounder profits year in and 
year out. 








DR. A: POSNER SHOES, Inc. Executive Office: 137 Duane St., New York 13 


Factories: Allentown, Pa. + New Oxlord, Pa. - Chicago Sales Office: Merchandise Mart, Room 1046 
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That’s why Invincible Roll 
Setting Aluminum Eyelets 


in large sizes are so prac- 


COLORS 


They are available in Pink and 
Blue as well as in all other 
standard colors. 


UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 


Boot and Shoe Recorder 










‘7 ‘a ? 
Gordes Sak 
Style 2146 
White Cempus Buck 


Brown Heathe 





Among the World’s Finest Products! 


Your Nunn-Bush shoemaker, by precept 
and purpose, is a man of ideals. Trained 
to strive for high objectives, he earnestly 
applies his skills to make no less than 
the world’s finest shoes for men. This 





Nunn-Bush habit of purposeful craftsman- 
ship can and does produce footwear of 
truly fine quality. And it has produced 
Ankle-Fashioning...the Nunn-Bush added 
comfort and extra style mileage feature! 


NUNN-BUSH SHOE CO + MILWAUKEE 1, WIS. 





THE VITALITY of children leads everywhere, 
>to forbidden jampots ... armchair high .. . up 
tempting trees, and most everywhere that life and limb 
and muscles, bones and tendons, get extra-punishing 
work-outs. That’s why children’s super-energy demands 
the protection of the best shoes . . . shoes of 

true quality and fit and construction 

for those vital formative years 

from tots to teens. Stride-Rites, built 


to the highest possible standards, 


are exactly the right shoes for you 


as a quality merchant, to offer. | 
s- 


~ 








THE 


TRIDE NITE 


SHOE 











GREEN SHOE MFG. CO., BOSTON 18, MASS. 














